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“Well, we decided one thing, anyhow: 
we include Charleston-Huntington and WSAZ-TELEVI/SION.” 


Easiest decision of the year! For the only television station seen everywhere in the entire 72-county, 4-state | 


Charleston-Huntington market is WSAZ-TELEVISION. No other single television station is even close to this 
exclusive coverage. It’s a market that WSAZ-TELEVISION actually created through its power and programming. 
So to reach the two million people earning $4 billion a year in the 


heart of this “American Ruhr” region of the great Ohio Valley . . . WSAZ TELEVISION 


pick Charleston-Huntington and WSAZ-TELEVISION. For more 
about this newest Goodwill Station and why it belongs on your 
must-buy list see your Katz Agency man. 





CHANNEL 3 CHARLESTON - HUNTINGTON» 
DIVISION: THE GOODWILL STATIONS, ING, 
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The NEW sSpirit\of St. Louis 


The new Spirit of St. Louis 
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effectively with this newly 
revitalized market via KTV! 
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— still your lowest cost 
; per thousand TV buy 
— in St. Louis. 
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nationally by 


KK. I 2a 


BLAIR-TV 
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KRLD-TV continues its long-established pattern of dominance 
in the Dallas-Fort Worth market. ... The September, 1961, ARB © 
Market Survey shows that KRLD-TV’s Average Quarter-Hour Homes 
Reached* is 16.1% greater than that of Station B, 27.1% greater 
than Station C, and 120.3% greater than Station D. 


This is conclusive proof that your ad dollar goes further when 
you buy KRLD-TV. Your Advertising Time Sales representative will 
be happy to offer a schedule of dominance for you on KRLD-TV. 
Cover the Dallas-Fort Worth market EFFECTIVELY with KRLD-TV. 


*9:00 a.m. to Midnight, Monday through Sunday 


REPRESENTED NATIONALLY BY ADVERTISING TIME 
SALES— FORMERLY THE BRANHAM COMPANY 
THE DALLAS TIMES HERALD STATIONS 
Channel 4. Dallas-Fort Worth, °°" 
¢ 


MAXIMUM POWER tv-twin to KRID radio 1080, CBS outlet with 50,000 watts. 
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Tighter money 


Because of Washington pressures, 
investment capital for station acquisi- 
tion has become tighter, with outside 
money becoming somewhat dubious 
of risks. While there has been no de- 
terioration in prices, consensus of in- 
vestment experts is that if there are 
fewer buyers, prices will drop in tem- 
po with supply and demand. But still 
in great demand are tv stations in 
major markets (first 50) and this is 
expected to remain so for foreseeable 
future. 


New element in consideration of 
purchases, particularly in radio, is 
number of spots carried by stations, 
with question arising whether number 
might be construed as overcommer- 
cialization by FCC sometime in fu- 
ture. Seasoned observers, however, 
figure condition is temporary— it’s 
happened before under other FCC 
chairmen. 


Everything rosy at NBC 


NBC officials, preparing for affil- 
iates convention in Los Angeles Dec. 
6-8, anticipate no serious contro- 
versies. On television side, it’s ex- 
pected biggest questions stations will 
raise will be about replacement for 
Jack Paar who leaves his Mon.-Fri. 
late show next March. And so far 
NBC has no answer. 


On radio side, affiliates will be told 
that radio network is in the black and 
that stations will get total of more 
than $3 million compensation in 1961. 
By comparison with teleyiston yield, 
radio compensation of $3 million isn’t 
much—but NBC affiliates will be re- 
minded that it’s more than affiliates of 
any other network are getting. 


Hatch battening down 


To cope with radio station over- 
population problem, which currently 
is under study by FCC, George C. 
Hatch (KALL Salt Lake City), chair- 
man of NAB radio board, has placed 
topic at top of agenda of next board 
meeting, Jan. 29-Feb. 3, 1962 at Sara- 
sota, Fla. NAB staff, at Mr. Hatch’s 
instruction, is researching two specific 
proposals: (1) How FCC engineering 
standards can be tightened to protect 
public against further deterioration in 
programming quality; (2) Can FCC 
allow mergers to reduce number of 
competitive services in particular com- 
munities? 


Greatest concern is that if FCC at- 
tempts to limit facilities to reduce com- 
petition (as had been proposed by 
NAB President LeRoy Collins) would 
it be required, in view of limitation of 
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competition, to consider economic fac- 
tors, including even rate structures? 
This would constitute public utility- 
common carrier form of regulation 
from which broadcast services specific- 
ally are exempted under statute. 


Brower barnstorming 


“Keep your eye on Charlie Brower 
this coming year.” That’s word from 
inside BBDO on its president, who for 
years has been articulate leader in 
advertising field. Mr. Brower in Nov. 
6 address before Economic Club of 
Detroit kicked off first in series of 
speeches in reply to advertising critics. 


McCormack opposes radio-tv 


House Majority Leader John Mc- 
Cormack (D-Mass.) intimates there'll 
be no change in House Rule barring 
radio-tv coverage of committee hear- 
ings if, as seems likely, he is elected 
to succeed Sam Rayburn (D-Tex.) as 
speaker. Mr. Sam has long insisted 
on closing hearings to mikes and cam- 
eras, and Rep. McCormack, though 
declining to spell out own views, said 
last week, “I support the position 
taken by the speaker.” 


Option time option 


One of option time’s creators, Ed- 
gar Kobak, former network executive, 
now business consultant and still one 
of broadcasting’s best known figures, 
will come to its defense in what prom- 
ises to- be major address before Chi- 
cago Broadcast Advertising Club to- 
morrow (Tuesday). He’s expected to 
take position that option time—whose 
fate is now pending before FCC—is 
essential to prevent eventual but sure 
degradation of programming. Speech 
probably will also deal with other ma- 
jor subjects, including advertiser-agen- 
cy participation in programming, so- 
called “magazine concept” of selling, 
and educational television. 


Minow backs Collins 


FCC Chairman Newton N. Minow 
can, too, write fan letters. He did it 
last week in note to TVB commending 
bureau’s recently completed research 
competition (BROADCASTING, Oct. 23). 
He said TvB had “contributed signifi- 
cantly” and expressed hope that “most, 
if not all” of 18 winning research 
plans will find financial backing so 
they may be carried out. He said he 
agreed with NAB President LeRoy 
Collins that long-term improvement of 
television service will stem in appre- 
ciable measure from increasing pro- 
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fessionalization and expanded research 
into the effects of this powerful me- 
dium.” 


ARB likes Nielsen’s ratings 


Initial comparisons of Nielsen’s 
latest national tv ratings report with 
overnight ratings produced by Ameri- 
can Research Bureau’s new “Instant 
National” Arbitron service have left 
ARB authorities delighted. Although 
complete program-by-program com- 
parisons are not yet available, and 
although there appear to be certain 
consistent differences in results of two 
services, over-all correlation is de- 
scribed by at least some impartial 
experts as “very high.” Others, more 
cautious, prefer to wait for analysis 
of ARB-vs.-Nielsen ratings on com- 
plete program-by-program basis, since 
that’s context in which major program 
decisions are made. Discrepancy be- 
tween two services was said to av- 
erage 2.6 rating points, ranging from 
6.3 to minus 3.1. 


Feniger to Cowles 


Jerome R. Feniger, for past seven 
years vice president radio-tv, Cunning- 
ham & Walsh, joins Cowles Maga- 
zines & Broadcasting Inc. this week. 
His past experience includes former 
Biow Agency and CBS Radio. It’s 
expected he will be assigned for first 
few months to advertising department 
at Look. Cowles Magazines & Broad- 
casting own and operate KRNT-AM- 
TV Des Moines. 


What constitutes control? 

Does contract to sell advertising in 
U.S. for Mexican station give seven- 
station owner control of foreign out- 
let? FCC is seeking answer in re- 
gard to relationship of McLendon sta- 
tions with (X-TRA) Tijuaua, Mexico, 
which beams signal into southern Cali- 
fornia. Inquiry came after McLendon 
contracted to buy WBNY Buffalo, 
N.Y., for $650,000 and WGES Chica- 
go for $2 million. To stay within maxi- 
mum am ownership limit, McLendon 
plans to sell WSYL-AM-FM Buffalo 
and WAKY Louisville. 


Commission feeling is that McLen- 
don control would be violation of mul- 
tiple-ownership restrictions. McLen- 
don has denied he operates Mexican 
outlet, contending firm merely acts as 
sales agent: McLendon also owns 
KLIF, KROW (FM) Dallas, KTSA 
San Antonio, KILT, KOST (FM) 
Houston, KEEL Shreveport and 
KABL San Francisco. 


G Pusiications Inc., 
and additional offices. 
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WEEK IN BRIEF 





Radio’s important spot in the advertising spectrum is 
dramatically shown by official FCC figures for 1960. They 
reveal an increase of 6.7% in revenue, or $597.7 million, 
with $45.9 million income. See lead story... 


_ RADIO’S HEALTHY 1960 TOTALS... 31 


While radio’s income was up last year, there are dis- 
turbing signs among buyers of time. Reaction to BROAD- 


CASTING’S account of radio trends indicates stations 
should face up to problems and take action. See... 


RADIO SHOULD SELL ITSELF... 34 


What do agencies want from promotion people? Their 
specific desires were made clear at seminar of Broad- 
casters Promotion Assn. in New York. The story of an inti- 
mate session with Madison Avenue’s timebuyers. See... 


AGENCY PROMOTION VIEWPOINTS... 46 


Advertising agencies are interested in what lies behind 


the numbers, judging by plans for conference of eastern 
group. They’re going to look into hidden media values 
and modern devices helpful to buyers. See... 


AAAA: MEDIA AND MACHINES... 38 


The FCC’s bins are full of expert comments on its pro- 
posals to revise fm’s rules but they take different views. 
NAB generally approves proposals but consulting engineers 
terms them uneconomical and unrealistic. See... 


COMMENTS ON FM RULES VARY... 72 


The midnight goings-on around NBC-TV have a purpose 
—sale of merchandise—in addition to the function of en- 
tertainment. Pacific Mills, maker of bed sheets, finds Jack 
Paar program an important sales vehicle. See... 


SUCESS STORY AT MIDNIGHT... 42 


Agencies often find it difficult to do business with radio 
stations because of vague rate policies, North Carolina 
group is told. And Robert D. Swezey, NAB code chief, 
warns of lowered morals in current movies. See... 


CAROLINIANS MEET THE ISSUES... 54 


A break for educational tv comes from a tariff filed by 
AT&T. Rates considerably lower than those now charged 
are proposed for non-commercial stations. Some com- 
mercial operators wants same privilege. See... 


AT&T CUTS ETV RATES... 70 


CBS is planning what it figures will be the most efficient 
production center anywhere. Scattered facilities in New 
York City will be consolidated at cost of over $14 million, 
President Frank Stanton announces. See... 


CBS PRODUCTION CENTER... 45 


Broadcasters performed in typical fashion last week 
as disaster struck a residential area of Los Angeles. Both 
radio and tv pressed mobile units and crews into job of 
coping with fire and keeping public informed. See... 


RADIO-TV COVER L. A. FIRE... 62 
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Ladykiller. 
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Ben Casey, M.D., now TV's biggest attraction with women 


If so many feminine hearts flutter so 
much faster on Monday nights, it's be- 
cause Monday's the night Dr. Casey 
makes his house calls. 

This understandably excessive palpi- 
tation is cardiographed in TV Q's latest 
popularity report: It shows that Ben Casey 
(starring Vincent Edwards) now outranks 
all other shows with the ladies. 

The program swings with men, too. 
TV Q's report also rates it best-liked 


of all shows—with everyone from 18 to 50. 
Speaking of ratings, the latest Nielsen! 
gives Ben Casey the highest score for 
all Monday night programs. And speak- 
ing of Monday, it’s now another ABC night. 
There sure is a doctor in the house. 


ABC Television 


*Source: National TV Q Scores, mid-October, 1961 report. tNielsen 
24 Market TV Report. Average Audience, week ending Oct. 29, 
1961, Monday, 7:30 to 11 PM. 











BROADCASTING, November 13, 19@ROA 








itomation buying 
pilot use at BBDO 


BBDO, New York, is announcing to- 
y (Nov. 13) that it has developed, 
sted and placed into pilot use com- 
ter process for selecting advertising 
edia. 

Process emerged after two years of 
anning and experimentation in co- 
eration with C-E-I-R Inc., New 
ork research organization. It was 
arned authoritatively that C-E-I-R and 
merican Research Bureau, its subsid- 
ry, will make their resources available 
other agencies for development of 
mputer system. 

Charles R. Brower, BBDO president, 
id system has three advantages: it 
mbines marketing objectives, media 
diences and management judgment to 
termine “best” media schedule; it in- 
udes factors for evaluating arbitrary 
anges or substitutions in schedule and 
sts involved, and its cost is low 
ough so that smallest agency will be 
le to use it. Mr. Brower noted that 
p to now, virtuaily infinite number of 
edia combinations possible would be 
atched only by “tedious hand meth- 
s,” but these were “so time con- 
ming that only a relatively few com- 
inations could be fully explored.” 
Mr. Brower said basic principles 
f “linear programming process” used 
r selecting advertising media will be 
iven before research session of east- 
n annual conference of American 
ssn. of Advertising Agencies in New 
ork, Thursday (Nov. 16) by vari- 
us BBDO and C-E-I-R executives (see 
jage 38). 


xaminer’s dismissal 
ought in KWK move 


J 

| Novel legal question has been placed 
fore FCC by KWK St. Louis, which 

\sked that hearing examiner be author- 

zed to entertain motion for issuance of 

flirected verdict of “not guilty” in 

KWK license revocation case. 

Station maintained that if FCC’s 
troadcast Bureau fails to sustain its 
urden of proof in presenting prosecu- 
jon’s case, it would be waste of time, 
noney and “most unfair” to require 
it. lefendant to present unnecessary evi- 
e. lence. KWK said courts often enter- 
in motions from defendant for direc- 
d verdict following prosecution case 
i nd same procedure should follow in 
FCC hearings. 

KWK has been charged with running 
raudulent contests and promotions and 


— 


2 itd 


n 
9, 


Late news breaks on this page and on page 10 
Complete coverage of week begins on page 31 





Mutual’s ‘Big Lie’ 

New Mutual program, The Big 
Lie, which began last month, is 
receiving exceptional audience ac- 
ceptance according to reports to 
MBS from affiliated stations. Pro- 
gram, in which news commenta- 
tor Phil Clarke first monitors and 
then answers Communists’ propa- 
ganda broadcasts, is fed to net- 
work on Saturdays as 25-minute 
non-commercial public service 
feature. It’s in tempo with in- 
creased anti-communist exposés 
on air, both network and locally 
originated. 











bureau presented its case last September 
(BROADCASTING, 25). Further hearings 
have been postponed indefinitely by 
FCC (BROADCASTING, Nov. 6). If ex- 
aminer already has concluded that 
prosecution failed, additional expense, 
disruption of business and publicity will 
further increase “extremely severe pun- 
ishment already inflicted upon KWK” 
through continuation, station said. 

Loss of KWK business as result of 
hearing already has “exceeded by many 
times” maximum $10,000 fine which 
FCC may impose on licensees, KWK 
said. Adverse publicity, financial losses, 
hearing costs and effect upon morale of 
employes has made it exceedingly diffi- 
cult for KWK to operate in public in- 
terest, station maintained. 


Mets games on radio-tv 
purchased by Rheingold 


It’s to be announced officially today 
(Monday), that Liebmann Breweries 
(Rheingold beer), New York, has pur- 
chased broadcast rights of New York 
Mets, new National League baseball 
club, next year. Exclusive five-year pact 
was sold for $1 million per year, ac- 
cording to reports last Friday. 

It’s understood WOR-TV New York 
will carry games, but source close to 
deal said selection of both radio and 
tv outlets “is still up in the air.” Pieces 
of rights are expected to be sold to at 
least two other sponsors. Foote, Cone 
& Belding, New York, is Rheingold 
agency. 


Webb sees global tv by ’64 


James E. Webb, National Aeronautics 
and Space Administration chief, says 
“it has been speculated” that develop- 
ment of satellite communications may 


AT DEADLINE 


have progressed enough by 1964 to 
point that Americans can watch Olym- 
pic Games in Tokyo on television sets 
at home. (See related stories, pages 66, 
81). Mr. Webb made remark in speech 
before Executives’ Club in Chicago last 
Thursday. 


Radio-tv gag can hurt 
press, too—Collins 


Denial of freedom of press privileges 
inherent in Constitution from radio and 
tv would lead inevitably to government 
restrictions on freedom of newspapers, 
NAB President LeRoy Collins told 
newsmen Nov. 10 during NAB fall 
conference in Boston. 

Conference was fifth in autumn ser- 
ies, opening second half of eight-meet- 
ing schedule. Sixth meeting will be 
held today (Nov. 13) in Pittsburgh. 

Gov. Collins’ observations were made 
to newsmen in response to Nov. 9 state- 
ment by Bernard Kilgore, publisher of 
Wall Street Journal, during special con- 
vocation at Colby College, Waterville, 
Me. Mr. Kilgore had said issue of press 
freedom would be “obscured danger- 
ously” if extended to radio and tv sta- 
tions operating under government li- 
cense (see page 64). 

Gov. Collins described as “preposter- 
ous” Mr. Kilgore’s suggestion that 
broadcast media aren’t included in free- 
dom-of-press rights. Publisher’s Colby 
address had included statement that 
press freedom is undermined when it 
becomes vague or complicated. He had 
added, “If freedom of the press is in 
danger today where it exists, and ma- 
king slow progress in areas where it 
does not exist, I suggest that we look 
for part of the explanation in the care- 
lessness of its well-meaning friends.” He 
defined it as “the right to own a press 
and the right to report and comment 
on public affairs in print.” 

Civil Defense Unit = Gov. Collins 
announced membership of new NAB 
Committee on Civil Defense. It in- 
cludes: Clair R. McCollough, Steinman 
stations; Rex Howell, KREX-TV Grand 
Junction, Colo.; Richard M. Brown, 
KPOJ Portland, Ore.; James L. Howe, 
WIRA Fort Pierce, Fla.; Loyd Sigmon, 
KMPC Los Angeles; John S. Hayes, 
WTOP Washington; Douglas L. Man- 
ship, WBRZ (TV) Baton Rouge, La.; 
Mortimer Weinbach, ABC; Arthur Hull 
Hayes, CBS; Robert F. Hurleigh, MBS; 
P. A. Sugg, NBC. Committee will 
work closely with government agencies 
in civil defense program. 

John F. Meagher, NAB radio vice 
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WEEK’S HEADLINERS 


James A. Stabile, NBC-TV staff vp, 
promoted to new post of NBC vice 
president and associate general attorney. 
He will report to Thomas E. Ervin, vp 
and general attorney. Mr. Stabile joined 
NBC as manager of talent negotiations 
in February 1957 after serving as vp 
and general counsel of ABC. He sub- 
sequently was vp for standards and 
practices before being named staff vp. 


James Conley, general sales manager 
of WCAU-TV Philadelphia, appointed 
vp and general sales manager of ABC- 
TV National Station Sales Inc., which 
represents network’s owned tv stations. 
He replaces Edwin T. Jameson, who 
resigned and will announce his new 
association shortly. Mr. Conley has 
served WCAU-TV for three years, and 
earlier was account executive for CBS- 


TV Spot Sales in New York and Chi- 
cago from 1955-58. Previously, Mr. 
Conley had been national sales manager 
of WISH-TV Indianapolis and account 
executive in Chicago with Bolling Co. 
Mr. Jameson has been with ABC-TV 
National Station Sales since company’s 
formation this past summer (BRoaD- 
CASTING, June 26) and previously had 
been national director of NBC-TV Spot 
Sales, and with Peters, Griffin, Wood- 
ward and Crosley Broadcasting Corp. 


Odin S. Ramsiand, general manager, 
KDAL-AM-TV Duluth, Minn., named 
executive vp of KDAL Inc. Mr. Rams- 
land, who has been associated with sta- 
tion since 1937, will continue as its 
general manager. KDAL Inc., formerly 
Red River Broadcasting Co., is affiliate 
of WGN Inc. 


For other personnel changes of the week see FATES & FORTUNES 
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president, told NAB conference medi- 
um’s goal must be “a truly dynamic 
voice for all people and not just a back- 
ground sound nor limited service for 
juveniles or intellectuals.” Dan W. 
Shields, NAB tv special assistant, out- 
lined allocation problems. He noted tv 
is gaining increased share of national 
advertising dollar. The two made their 
first appearances at the autumn series. 

Others on NAB agenda were Robert 
D, Swezey, radio-tv code authority di- 
rector; William Carlisle, station serv- 
ices vice president; John M. Couric, 
public relations manager; Edward H. 
Bronson, tv code director; Charles M. 
Stone, radio code director, and James 
H. Hulbert, broadcast personnel-eco- 
nomics manager. 

Vincent T. Wasilewski, executive 
vice president, presided at morning ses- 
sion and reported on Washington devel- 
opments. Dwight W. Martin, WAFB- 
TV Baton Rouge, La., tv board chair- 
man, presided at luncheon and after- 
noon discussion. 


$600,000 in radio-tv 
set for Dubonnet wines 


Schenley Import Co. has set $600,000 
fall and winter ad budget for expanded 
radio-tv compaign of its Dubonnet 
wines. Use of radio-tv time, tentative 
experiment that became “smashing” suc- 
cess in New York last spring, will ac- 
count for major portion of new budget. 

Dubonnet’s new broadcast schedule: 
Sponsorship of 30-minute Mantovani 
musical show on WNTA-AM-TV New 
York, on twice-weekly basis; total of 41 
spots weekly on WNEW-TV, WOR-TV 
and WNTA-TV, and 21 spots weekly on 
WNEW-AM-FM and WOR-AM-FM, 
all New York; nine spots weekly on 





Collins series dropped 


Ambitious radio-tv series featur- 
ing NAB president LeRoy Col- 
lins and famous guests apparent- 
ly will never get out of cans. 
Titled Meet the Man, series was 
previewed at first half of NAB 
fall conference series. It was not 
shown Nov. 10, however, as 
second half of schedule opened in 
Boston. 

Two episodes of radio-tv pro- 
gram had been produced by NAB. 
They offered introductory re- 
marks by Gov. Collins dealing 
with industry’s role in national 
life, followed by interviews. Guests 
in first episodes were Luther 
Hodges, Secretary of Commerce, 
and Sen. Everett M. Dirksen (R- 
Ill.). 

Nationwide distribution of se- 
ries had been planned but broad- 
caster reaction after seeing and 
hearing pilots was unfavorable. 











WFIL-TV Philadelphia, 13 on KHJ-TV 
Los Angeles and 10 on WITG (TV) 
Washington. Agency: Norman, Craig 
& Kummel, New York. 

Bernard Goldman, Schenley executive 
vice president, reported Dubonnet sales 
in New York jumped 22% after tv and 
radio campaign earlier this year. 


Business briefly... 


General Electric Co.’s Central Air 
Conditioning Department, Tyler, Tex., 
will sponsor 5-minute newscasts, week- 
days, 6:30-6:35 p.m., on Mutual. Buy, 
which goes into effect next Jan. 1, will 


continue for 52 weeks. Agency: E 
Wasey, Ruthrauff & Ryan. 


Toaseal inc., plans tv test camp 
in mid-Atlantic states and New Y 
City for its Toaseal 900 electronic c 
er. Agency: Product Services Inc., 
York. 


Helpful data can win 
agency buys-Watrous 


Radio-tv stations could win new 
stature with advertisers and agencies 
by gathering and reporting significant 
retail marketing data that is easiiy 
available to them through their iocal 
contacts, David G. Watrous, chairman 
of executive committee of Earle Ludgin 
& Co., Chicago, told fall meeting of 
Illinois Broadcasters Assn. there Fri- 
day (early story page 55). He said 
several tv stations already have started 
“pantry surveys” like those done by 
newspapers and as a result sales have 
shot up. 

Type of data agencies and adver- 
tisers need, he said, includes that which 
shows “cause and result relationship’ 
between advertising and local retail 
sales activity. Mr. Watrous also sug- 
gested that “broadcasters seal of ap- 
proval” for advertising, similar to Good 
Housekeeping system, would enhance 
radio-tv position and increase consumer 
confidence in broadcast advertising. 

Mr. Watrous thought radio-tv rate 
structures eventually may “more ac- 
curately reflect audience values” and 
might even be sold to highest bidder 
or on basis of actual audience delivered. 
He felt double and triple spotting in 
traffic times in radio or prime time in 
tv indicates rates there are too low 
while lack of advertiser interest in other 
periods of day means rates are too 
expensive. 

If 50% of listening and viewing is 
done by less than one-third of people 
today as surveys show, he said, broad- 
casters have before them rich untapped 
market which new and more specialized 
programming may win. He thought this 
untapped group may also represent 
much higher income homes with more 
money to spend. 

Lawrence H. (Bud) Rogers II, execu- 
tive vice president of Taft Broadcasting 
Co., related pitfalls of too much auto- 
mation too quickly without precise pre- 
planning of traffic, clerical and produc- 
tion functions along with technical. 
Human psychological factor is as im- 
portant as technical, he explained, citing 
problems of automation at WKRC-TV 
Cincinnati where practice did not fully 
match theory. 

William T. McKibben, WIL St. Louis, 
related automation advantages gained 
at Balaban Stations but said “pre- 
planned programming” is more accur- 
ate word than “automation.” 
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THE VITAL NEW CONCEPT... 








This is the new home of KTRK-TV, dedicated to the people of 
Houston and the Texas Gulf Coast. It is of revolutionary design, 
with the simple efficiency of a circle employed to house the produc- 
tion and technical functions. Flowing from the circle to enclose the 
court are the office and business functions of the station arranged for 


ultimate harmony in day-to-day utility. 


(See the back page for the floor plan.) 
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The circular building houses two) 
of floor space. Interior walls are 
rooms, while the outer studio wa 
linear dimension all completely 
and the west lot are cabled fof 
generous attention to productio 
traditional belief that we serve |e 
originate locally all types of prop 


es twolidios combining 8000 square feet 
ls are|minated to become totally control 
in arcs afford greatly increased 
ible from control. Both the court 
pxtensive outdoor shooting. This 
acilities reaffirms the station’s 
community best when we can 
amming. 


The vital new concept of this building is a familiar one in Houston 
—that we build for tomorrow today. The building is a reflection of 
our people and our way of life, discarding old concepts for new and 
better ones. We fashion the future with our eyes on the stars and our 
hands hard at work. So, as we have become the petro-chemical colos- 
sus and the oil and energy capital of the world, the second port of 


the nation and its space capital tomorrow, we now can say as well — 
The Television Station of Tomorrow is in Houston Today! KTRK-TV 











A new television building 
is more than glass and 


steel and stone. 


It is the best symbol of a station’s dedication 
to its public. This dedication penetrates 
deeply into the community as the station seeks 
new and better ways to meet the public needs. 
It goes far beyond the letter of the broadcast 
law which directs that the public interest, 


convenience and necessity shall be served. 


The new building means that the community 
has approved the past efforts of the station and 


has rewarded it with attention and trust. And, 


as the public approves, the station improves. 


Progress thus is served, and the station, 
grateful to its public for their trust, and 
firm in its faith in the future of free 
broadcasting, dedicates a new building to 


house that trust and that faith. 


This has been true 
all over America 
during the past decade. 
It is true in 


Houston today. 






















































KTRK-TV 
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LEGEND 
1. FILM 8. PUBLIC RELATIONS 
2. DRESSING ROOMS 9. SALES 
3. NEWS 10. ART 
4. PROGRAM & PRODUCTION 11. STUDIO “B” 
5. CONFERENCE 12. STUDIO “A” 
6. EXECUTIVE 13. PROPERTY STORAGE . 
7. ACCOUNTING & TRAFFIC 14. LOBBY - 
15. PUBLIC VIEWING N 
ke 
SI 
The spaces marked indicate how the varied functions of N 
en 
a television station are placed to achieve maximum (r 
efficiency in relationship to each other, and to the total - 
process. The Engineering spaces, including control rooms, ms 
occupy the second level above the Property and Public on 
Viewing areas. The patio with pool and fountain will a 
offer unmatched opportunities to produce excellent local 
programs and commercials in beautiful natural settings. x 


P.0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC - HOUSTON CONSOLIDATED TELEVISION CO. 
NATIONAL REPRESENTATIVES: GEO. P. HOLLINGBERY CO., 500 FIFTH AVENUE, NEW YORK 36, N.Y. 
GENERAL MANAGER, WILLARD E. WALBRIDGE; COMMERCIAL MANAGER, BILL BENNETT. 











___ DATEBOOK ___ 


A calendar of important meetings and 
events in the field of communications 


*Indicates first or revised listing. 


NOVEMBER 


Nov. 13—25th anniversary celebration of 
the establishment of tv in England. Lunch- 
eon at Empire Room, Waldorf-Astoria Hotel, 
N. Y., given by Robert W. Sarnoff, NBC 
board chairman. Hugh Carleton Greene, di- 
rector general of BBC, is honored guest. 


Nov. 13—Hollywood Advertising Club shirt- 
sleeves session on creative radio, 12 noon. 
Hollywood Roosevelt. MHarfield Weedin, 
program director, KNX Los Angeles, will 
chair a panel of three other program di- 
rectors—Robert Forward, KMPC; Charles 
Blore, KFWB; Jack Meyers, KABC, all 
L.A., plus Ira Laufer, sales manager, KEZY 
Anaheim, Calif.; Robert Light, president, 
SCBA, and Bob Crane, KNX morning disc 
jockey. 


Nov. 13—Annual general membership meet- 
ing of Screen Actors Guild, 8 p.m., Beverly 
Hilton Hotel, Beverly Hills, Calif. 


Nov. 13-16—Public Relations Society of 
America, 14th national conference. Edward 
R. Murrow, director of USIA, to deliver 
keynote speech at opening session. Hotel 
Shamrock-Hilton, Houston (first three days); 
Mexico City (last day). 


Nov. 14—Radio & Television Executives 
Society, Time Buying and Selling Seminar, 
fourth session. “Using the Network.” In- 
structors: Jules Barnathan, ABC-TV; Ben 
Lochridge, CBS Radio. CBS Radio Studios, 
49 E. 42nd St., New York City. 5:30-7 p.m. 


Nov. 14-16—IRE, Mid-America Electronics 
Conference, Kansas City, Mo. 


Nov. 14-18—Associated Press Managing 
Editors Assn., annual convention. Speakers 
include Attorney General Robert F. Ken- 
nedy. Dallas. 


Nov. 15-16—American Assn. of Advertising 
Agencies, eastern region meeting. Biltmore 
Hotel, New York City. 


Nov. 15-17—Television Bureau of Adver- 
tising, annual meeting. Statler-Hilton Hotel. 
Detroit. 


Nov. 16-17—Institute of Broadcasting Fi- 
nancial Management, Sheraton-Chicago 
Hotel, Chicago. Speakers include Hamilton 
Shea, chairman All-Industry Television Sta- 
tion Music License Committee; and Hyman 
H. Goldin, chief of the FCC’s economic 
division. 


Nov. 17—Chicago chapter, American Mar- 
keting Assn., second annual conference. 
Sheraton-Chicago Hotel, Chicago. 


Nov. 17—Oral arguments before the FCC 
en banc on network option time proposals 
(rescheduled from Nov. 3). 


Nov. 17—Maine Assn. of Broadcasters, an- 
nual November meeting. Pilots Grill, 
Bangor. 


Nov. 17-18—Oregon Assn. of Broadcasters, 
fall metting. Multnomah Hotel, Portland. 
Kenneth Cox, FCC Broadcast Bureau 
chief, will be principal speaker and will 


NAB fall conferences 


Nov. 13—Pittsburgh Hilton, Pittsburgh 


Nov. 15—Hotel Leamington, Minnea- 
polis. 


Nov. 20—Robert Meyer Hotel, Jack- 
sonville, Fla. ; 
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SYRACUSE MARKET! 


DELIVERS 42%* MORE HOMES 
THAN ITS COMPETITOR! 
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MARCH, 1961 
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answer questions after his talk. Other 
speakers include prominent men from the 
educational and business fields as well as 
broadcasters. 


Nov. 18—UPI Broadcasters of Wisconsin, 
fall meeting. Lorraine Hotel, Madison. 


Nov. 18—Deadline for comments on FCC 
proposed tv _ allocations in Wyoming, 
Nebraska, Colorado and Kansas (Docket 
No. 13860). Replies due Dec. 18, 


Nov. 20-21—Nebraska Broadcasters Assn., 
convention. Grand Island. 


Nov. 21—Radio & Television Executives 
Society, Time Buying and Selling Seminar, 
fifth session. “Using Research For Your 
Decisions.” Instructors: Mary McKenna, 
Metromedia Inc.; William Murphy, Papert, 
Koenig, Lois. CBS Radio Studios, 49 E. 
42nd St., New York City. 5:30-7 p.m. 


Nov. 21—Philadelphia chapter, American 
Women in Radio and Television, dinner 
meeting. Hotel Sheraton, Philadelphia. 


Nov. 21—Florida Assn. of Broadcasters, 
one-day seminar following NAB regional 
meeting of the day before. Speakers in- 
clude: James O. Juntilla, asst. to the FCC 
Broadcast Bureau chief; Marcus Cohn, 
Washington attorney practicing before the 
FCC; Arthur Gilbert, FCC Florida engineer. 
Robert Meyer Hotel, Jacksonville, Fla. 


Nov. 24—Deadline for answer from CBS- 
TV and affiliates to FCC letter questioning 
propriety of the network's sliding-scale 
affiliate compensation plan. 


Nov. 24-26—National Assn. of Television 
& Radio Farm Directors, annual conven- 
tion. Conrad Hilton Hotel, Chicago. 


Nov. 24-25—Advertising Federation of 
America, 8th district convention. Hotel St. 
Paul, St. Paul, Minn. 


Nov. 28—Radio & Television Executives 
Society, Time Buying and Selling Seminar, 
sixth session. “Buying the Schedule.” In- 
structors: Ann Janowicz, Ogilvy, Benson & 
Mather; Ruth Jones, J. Walter Thompson. 
CBS Radio Studios, 49 E. 42nd St., New 
York City. 5:30-7 p.m. 


Nov. 30—Academy of Telvision Arts & 
Sciences, New York chapter, fourth an- 
nual “close-up” of tv personalities (David 
Brinkley and Chet Huntley), Astor Hotel, 
New York City. 


DECEMBER 


*Dec. 1—Joint radio seminar between South- 
ern California Broadcasters Assn. and U. 
of Southern Calif. Seminar proposes to ex- 
plore Greater Los Angeles community 
needs as they are related to radio broad- 
casting. Hancock Auditorium, USC campus, 
Los Angeles. 


Dec. 1—Deadline for entries in Interna- 
tional Broadcasting Awards contest. Sub- 
mit to Hollywood Advertising Club, 6362 
Hollywood Bivd. 


Dec. 1—Arizona Broadcasters Assn., annual 
meeting. Apache Junction, Ariz. 


Dec. 4—Deadline for comments on FCC’s 
proposal to add additional vhf channel at 
below minimum mileage spacing to follow- 
ing cities: Baton Rouge, La. (Doc. 14233); 
Birmingham, Ala. (Doc. 14236); Charlotte, 
N. C. (Doc. 14238); Dayton, Ohio (Doc. 
14234); Jacksonville, Fla. (Doc. 14235); 
Johnstown, Pa. (Doc. 14232); Knoxville, 
Tenn. (Doc. 14237); Oklahoma City, Okla. 
(Doc. 14231). 


Dec. 4—Deadline for comments on FCC’s 
proposals to delete single vhf and sub- 
stitute uhf channel to make community 
all-uhf in following eities: Binghamton, N. 
Y. (Doc. 14243); Champaign-Urbana, Ill. 
(Doc. 14244); Columbia, S. C. (Doc. 14245); 
Erie, Pa. (Doc. 14242); Hartford, Conn. (Doc. 
14241); Madison, Wisc. (Doc. 14239); Mont- 
gomery, Ala. (Doc. 14246); Rockford, Ill. 
(Doc. 14240f. 


Dec. 4—Deadline for comments on FCC 
proposal to deintermix Springfield, Ill., by 
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CAPITAL TYPES #12 


THE 
ZEALOT 


Leaps like a gazelle 

when he spots a soap box. 
Denounces everything from 
fluoridation to women 

in slacks. A formidable 
adversary at a cocktail party. 
Among few soft spots in 

his heart: Motherhood .. . 


and WTOP Radio, 


the station important to people 


in the Greater 


Washington area. 


WTOP 
RADIO 


Washington, D.C. 


Represented by CBS Radio Spot Sales 


POST-NEWSWEEK 
STATIONS A DIVISION OF 


THE WASHINGTON POST COMPANY 








LOCAL 
Tavs 
as 
BUILD 
RUST SE 





Almost nobody cuts off the local news pictures: If you 
want your viewers back night after night, show them 
the drama, humor and excitement that lie around every 


corner in their town. For fast, low cost delivery of your 
news films, put the Mini-Rapid Processor on your team. 


FAIRCHILD MINI-RAPID 
F316A FALM PROCESSOR 


100’ of 16mm negative — in less than 20 minutes — 20 cents 
per 100 feet — 400’ capacity — dry-to-dry processing — pre- 
measured chemicals — daylight operation — self-threading — 
leaderless — 13” x 13” x 27” — only 65 lbs. 


INDUSTRIAL PRODUCTS DIVISION 
FAIRCHILD CAMERA AND 
INSTRUMENT CORPORATION 


580 MIDLAND AVENUE, YONKERS, N. Y. 
INDUSTRIAL PRODUCTS DIVISION 
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shifting ch. 2 to St. Louis. Original grant 
of ch, 2 to KTVI (TV) was remanded by 
court for exploration of ex parte activities. 


Dec. 5—Radio & Television Executives 
Society, Time Buying and Selling Seminar, 
seventh session. “Getting Your Media 
Money’s Worth.” Instructor: Robert Lid- 
del, Compton Adv. CBS Radio Studios, 49 
E. 42nd St., New York City. 5:30-7 p.m. 


Dec. 6-8—NBC Radio & Tv Affiliates, an- 
nual convention. 35th anniversary obser- 
vance. Beverly Hilton Hotel, Beverly Hills, 
Calif. 


*Dec. 7—Art Directors Club of New York, 
luncheon. 1961 gold medal of achievement 
will be presented to Frederic R. Gamble, 
retiring president of American Assn. of 
Advertising Agencies. Hotel Delmonico, 
New York City. 


Dec. 11—Reply comments due on FCC 
rulemaking to make major changes in fm 
broadcast rules. (Rescheduled from Oct. 5). 


Dec. 12—Radio & Television Executives 
Society, Time Buying and Selling Seminar, 
eighth session. “Working Together for 
Better Advertising.” Instructors: Herbert 
Maneloveg, BBDO; Morris Kellner, The 
Katz Agency. CBS Radio Studios, 49 E. 
42nd St., New York City. 5:30-7 p.m. 


Dec. 27-29—American Marketing Assn., an- 
nual winter conference. Theme is “The 
Social Responsibilities of Marketing.” Bilt- 
more Hotel, New York. 


JANUARY 1962 


Jan. 1—Reply comments due on FCC pro- 
posal to expand use of uhf band and to 
deintermix eight markets by deleting single 
vhf stations. 


Jan. 6-14—International Television Festival 
at Monte Carlo, sponsored by the govern- 
ment of Monaco. 


*Jan. 9—Final phase of FCC hearing on net- 
work tv programming practices and policies. 
Spokesmen for the three tv networks will 
testify. Washington, D. C. 


Jan. 17—Awards presentation of the In- 
ternational Television Festival at Monte 
Carlo. Gold Nymph awards will be pre- 
sented for outstanding tv programs. The 
Opera House, Monte Carlo, Monaco. 


Jan. 19-21—Advertising Assn. of the West, 
annual conference. Hotel Californian, 
Fresno. 


*Jan. 23-25—Georgia Radio-Tv Institute, 
under auspices of GAB and U. of Georgia, 
17th annual program. Featured speakers 
include: Pierre Salinger, Clair McCullough, 
Sol Taishoff, and Ann Corrick. 


FEBRUARY 1962 
Feb. 1—Deadline for entries for the Ameri- 
can Tv Commercials Festival. Contact Wal- 
lace A. Ross, director; 40 East 49th St., 
New York 17. 


Feb. 2—Deadline for comments on FCC’s 
proposals to expand use of uhf band, in- 
cluding dual vhf-uhf operation, reserved 
pools of uhf channels for existing operat- 
ing vhf stations, abolition of uhf allocation, 
relaxation of technical rules for uhf sta- 
tions, uhf grants without a hearing, etc. 
(Doc. 14229). (Rescheduled from Dec. 4.) 
Feb. 4-13—Advertising Recognition Week. 
Feb. 7—Advertising Federation of America, 
mid-winter legislative conference. Partici- 
pants include FCC Chairman Newton N. 
Minow, FTC Chairman Paul Rand Dixon 
and Secretary of Commerce Luther C. 
Hodges. Statler-Hilton Hotel, Washington, 
mm 


Feb. 7-9—National Winter Conveniion on 
Military Electronics. Ambassador Hotel, Los 
Angeles. 

Feb. 10—Awards Dinner, Directors Guild 
of America. Western awards: Beverly Hil- 
ton Hotel, Beverly Hills, Calif. Eastern 
awards: Waldorf-Astoria Hotel, New York 
City. 
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See where Des Moines 
is a “preferred city” for 
the 7th straight month 
in Sales Management’s 

business activity forecast? 
















Yes, sir! And our 
campaign is going great 
on KRNT-TV, a most 


unusual station! 








The preferred stations in this “preferred city” are KRNT Radio and TV, 
leaders in ratings, leaders in community service . . . leaders in the billing 
parade. Our share of local television business in this major 3-station 
market has always averaged nearly 80%; our local radio business has 
always been way ahead in a 6-station market. 


Most folks don’t realize this about Des Moines — we're 36th in the FCC 
list of markets according to appropriation of national spot TV revenue. 
The same sources prove that Iowa’s capital and largest city is a good 
radio market, too. 

You know you’re right when you buy these most unusual stations, KRNT 
Radio and TV, the stations people believe in and depend upon. And P he 
know — buying at the same low rate as everyone else when you deal 
with these responsible stations. 


Buy “the live ones”— KRNT Radio and TV, Cowles stations ably repre- 
sented by The Katz Agency. 


KRNT 


RADIO AND TV — Des Moines 
An operation of Cowles Magazines and Broadcasting, Inc. 





This is a man 
sentenced to 
die. We plan to 
let him speak 
his mind one 
evening in 
November. 
Why? 





The man is Don White, 24-year-old convicted 
murderer. g His story 1s not pretty. It is sordid, 
shocking. He has been in and out of jails and cor- 
rectional clinics most of his life.m= He has an I1.Q. 
of 120. He draws and paints with talent. But on 
Christmas Eve, 1959, in senseless fury, he killed 
a 65-year-old woman and a 40-year-old man. = The 
jury’s verdict: guilty of murder in the first degree. 
m Society has judged Don White, but who will judge 





society? This was the question that motivated the 
King Broadcasting Company to investigate the 
case of Don White. How did he come to this tragic 
pass? m We filmed three hours of Don White speak- 
ing from his jail cell. He told about his childhood, 
his broken family, his ambitions, his friends, his 
strange compulsions. He talked about reforma- 
tories, medical treatment, jails. He chronicled the 
hour-by-hour events leading up to the two murders. 
He revealed all, his innermost thoughts. a Then, by 
camera we visited the disturbed home, the dark 
streets and alleys, the neon-lit taverns where Don 
White’s fate was slowly but inevitably sealed. This 
was part of Don White’s biography and the sights 
and sounds of these neighborhoods were as much 
a prologue to murder as the diseased mind that 
sparked the final tragedy.m One night this month, 
we plan to pre-empt one hour of network time to 
present the story of Don White. We recognize the 
delicate nature of the subject. We have weighed 
carefully the implications of the law. We have de- 
cided to do it. a Why? Not because of sympathy 
for Don White. Not because he is a negro and life 
has treated him bitterly. Not because we disagree 
witn the verdict. But because of a simple reason- 
there are other Don Whites walking the Streets of 





our city and they may be saved. m We believe we 
would be guilty of negligence if we failed to try. 








THE CROWN STATIONS 


KREM, AM, FM, TV, Spokane 
KING, AM, FM, TV, Seattle 
KGW, AM, TV, Portiand 























the air line with the BIG JETS 


“Wielcome 
ysNeoler-ige 


DELT 


The warmth of Southern Skies 
clings to the wings of Delta Jets, 
even at 600 mph. And in the 
cabin, all the graciousness of the 
Old South is rekindled in a serv- 
ice which is personal, quick and 
exceedingly thoughtful. 
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OPEN MIKE® 
The 1961-62 Yearbook 


EDiToR: A note of heartfelt congratula- 
tions on the superb 1961-62 Broap- 
CASTING Yearbook. In my opinion, after 
cursory reading and with allowance for 
the usual typos, it is by far the best edi- 
tion you have yet produced.—Arthur 
W. Arundel, president, WAVA-AM- 
FM Arlington, Va. 


EDITOR: . . . It certainly does contain 
a wealth of information which will be 
helpful to us in our radio work. . . .— 
Kenneth J. Weaver, business manager, 
Mennonite Broadcasts Inc., Harrison- 
burg, Va. 


EDITOR: . . . The new type is the easiest 
ever. I am particularly delighted at the 
new index.—Lou Peneguy, director, co- 
ordination & information, Alabama 
Educational Television Commission, 
Birmingham. 


EDITOR: Sincere congratulations! The 
new Yearbook is wonderful! It will 
greatly serve in the industry’s interest, 
convenience and necessity.—H. W. Cas- 
sill, Blackburn & Co., Chicago. 


Needed: a re-examination 


EDITOR: Your article, “Is radio reaching 
agency ear?” was extremely well done. 

It behooves all of us who specialize 
in radio sales to re-examine the prob- 
lems that exist in the medium today. We 
should continue to attempt to dissuade, 
even more strongly than before, individ- 
uals and organizations who are not sold 
on the potential of spot radio—a medi- 
um that continues to provide one of the 
most effective ways to move products 
and services. . . —Wiéilliam T. Heaton, 
president, Spot Time Sales Inc., New 
York. 


That time of year 


EDITOR: I would appreciate it if you 
would . . . send me the am-fm broad- 
casting financial data for 1960 that is 
compiled and released by the FCC. 

Inasmuch as we subscribe to BROAD- 
CASTING and the Yearbook, . do not 
send us an additional copy in the event 
that it is already published. . . .— 
Wayne W. Geyer, president & general 
manager, WKEE-AM-FM Huntington, 
W. Va. 


[The financial data Mr. Geyer seeks was 
released by the FCC only last week and is 
being carried in the GO ENT section 
of this issue.] 


Stefan ‘Respects’ 


EDITOR: . . . I have received many won- 
derful letters re the article [OUR RE- 
SPECTs, Aug. 28] and I am your witness 
that BROADCASTING is well read and cir- 
culated. . ..—Bud Stefan, vice president, 
Batten, Barton, Durstine & Osborn Inc., 
Hollywood. 
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AM or FM, Whether You Separate or Duplicate... 


STEP UP TO QUALITY MUSIC 


New from Programatic...Superb Adult Music 
Newly Recorded in Full Fidelity 


O-VATION MUSIC — Programatic’s sparkling new music with a personalized, 
audience-building format — shows the way for all broadcasters to upgrade their music 
quality at minimum cost. Geared to today’s mature audiences and programming 
needs, O-VATION Music is fully automated for trouble-free operation. Each 8-hour 
tape plays exciting new instrumental and vocal arrangements performed by top 
talent and programmed by experts. 

Equally important is O-VATION Music’s flexibility which allows the insertion of 
any number of local broadcasts, news breaks, commercials and public service pro- 
grams. Played on superb Programatic equipment—specially designed forO-VATION 
Music — you are assured of beautiful music reproduced with true tonal qualities. 
Programatic starts and stops O-VATION Music tapes automatically; pre-selects 
other broadcast material, including desirable public service programs, and auto- 
matically injects them at times you select. This alone means great savings in man- 
power and operating costs. 











O-Vation is on the move! Get the 
complete story in your free copy of 
this dramatic new full-color kit. 
Mail the coupon without delay. 


An International service of Wrather Corporation 





Programatic Broadcasting Service 
229 Park Avenue South 

New York 3, New York 

Please send me the new full-color 
O-VATION Music kit. 

Name__ 
Title. — __ Station 


Address 


City : State 





MONDAY MEMO 1 s. rosert rreene, president, Ried! & Freede Inc. 





How to put a bang into a small budget: sell the distributors 


How many times has a media director 
o1 account executive presented a tele- 
vision or radio spot schedule to a client 
with an empty feeling in the pit of his 
stomach because the budget just was 
not adequate to do a job against a giant 
competitor? 

He has faced the situation squarely. 
His analyses were absolutely sound, his 
station buys unquestionably the best 
possible for the money. He has con- 
centrated on the one medium that would 
deliver the maximum impact—either 
radio or tv—simply because there wasn’t 
enough money for any kind of media 
mix. But for the sheer weight of dol- 
lars, the competition seemed overpower- 
ing, even in the air medium in which 
the budget had been concentrated. 

This situation need not be as hope- 
less as it seems. There are extremely 
economical supplementary “buys” which 
can and should be working to make the 
campaign a success. These extras are: 
trade advertising, direct mail, bulletins 
and all the various ways of influencing 
the distribution people, right down to 
retail level tie-ins, point-of-sale displays, 
incentive programs for retailers and 
salesmen, merchandising brochures, 
publicity and many others. These must 
be considered part of the media mix 
by the advertiser. But they are so often 
forgotten by the agency. The result can 
be success or failure for a campaign. 

There is no rule that a new product 
can’t be introduced successfully with- 
out a multi-million dollar introductory 
campaign. Why can’t a company sit- 
ting in the fourth or fifth position in 
the industry improve its distribution 
and its market position without adding 
a dime to its present budget? 

Small Budget, Big Success = That this 
plan is feasible has been proven many 
times by this agency, with a widely 
diversified list of products. 

With a comparatively small budget, 
Bardahl Motor Oil became the number 
one brand in metropolitan New York 
in less than a year. This account con- 
centrated exclusively in tv. 

This same technique resulted in con- 
siderable sales increases for other ac- 
counts, including Glamorene spray 
starch. Here the basic medium was 
spot radio, with strong promotional sup- 
port in every possible way. After only 
four months, Glamorene is the number 
one starch in Chicago and number two 
in New York. 

A medium size advertiser who puts 
most of his eggs into advertising media 
and puts little or no effort into plan- 
ning, executing and following through 


on promotional merchandising and 
point-of-sale activities faces serious 
problems. 

The under-a-million-dollar broadcast 
advertiser faces an almost inpenetrable 
roadblock of dollars spent by his com- 
petition at the consumer level. Year 
after year, good products make little 
or no headway because they’re bucking 
the consistent barrage of commercials 
extolling the virtues of the major lines 
in the field. 

Advertisers without multi-million-dol- 
lar budgets can’t depend upon the 
weight of advertising dollars and satu- 
ration spot schedules to influence and 
stimulate consumer buying. Nor can 
their undersized budgets and sporadic 
schedules create the kind of trade and 
consumer excitement which will give 
their product the glamor and appeal 
that helps stimulate the movement of 
merchandise and increased sales. Any 
undersized budget must do a man-sized 
job, not with dollars alone, but with 
talent, ingenuity and promotional cre- 
ativity at all levels to make the smaller 
budget pay off. This can be done only 
when the advertiser supports his con- 
sumer media program, by incorporating 
it as a portion of an overall and com- 
plete promotion package. 

Distribution Aid = The close tie-in 
of media schedules with promotion sup- 
port on the local level can often be 
used for another valuable purpose— 
helping a client open up distribution 
of his products. This was done in New 
England with Marcal and resulted in a 
number of chain stores adding Marcal’s 
napkin line to the other products they 
were already carrying. 

Advertising dollars pay off double 
when they help create new accounts and 
deliver sales. The advertiser who plans 
a promotion program so that he covers 
all the bases is the advertiser who will 





make each dollar do the job of two. 

The smaller advertiser, out of neces- 
sity, should prepare and plan his pro- 
gram in advance so he can use and 
merchandise the programming to stim- 
ulate his sales force. He should present 
the program to the trade enthusiastical- 
ly and use it as a device to gain addi- 
tional distribution, sell more goods, get 
better shelf space, obtain greater co- 
operation and trade support, develop 
special displays at point of sale and 
develop as many tie-ins as possible. 

Advertisers can’t operate a sound 
business or build repeat sales on a con- 
sistent flow of price cuts, deals, special 
promotions, giveaways and premiums. 
That’s why sound planning and promo- 
tional activity are so essential and why 
greater results can be enjoyed when the 
broadcast advertising budget becomes a 
part of the overall promotional activity. 

Constant Bombardment = Perhaps 
one of the best examples was the tre- 
mendous success of Cott Beverage Corp. 
during the 1961 summer season (BROAD- 
CASTING, Oct. 16). Even though a 
substantial tv schedule was purchased, 
competition was spending millions. Yet 
Cott’s sales increased 19.7% over the 
previous year, while the general indus- 
try sales level remained fairly static. 
The difference: the creation of a pro- 
motion package that included the con- 
stant bombarding of the distribution 
channels with trade advertising, direct 
mail and bulletins, working with sales 
forces and putting more effective sales 
tools in the hands of the sales supervi- 
sors and truck route men. 

Everyone was resold each week on 
the Cott tv campaign and the benefits 
of pushing Cott products. Cott’s banner 
season was a direct result of thorough 
planning of a complete promotion pack- 
age, utilizing it properly and following 
through constantly. 


S. Robert Freede is president of Ried! & 
Freede Inc. New York and Clifton, N. J. 
He spent five years as a merchandising 
executive at Y&R, where he helped de- 
velop the Miss Rheingold promotion. 
While account executive for Ruppert Beer 


at Lennen & Newell, he helped spark Rup- 
pert’s concentration in New England. In 
1950 he founded R&F. The agency's broad- 
cast accounts include Marcal Paper Prod- 
ucts, Cott Beverages, Glamorene, Cascade 
Pools and Boctonware. 
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ATTENTION 
GETTERS 


GRG’s NEW HOLIDAY JINGLE PACKAGE 
SINGING GREETING CARDS FOR EVERY MAJOR HOLIDAY IN THE YEAR 


VALENTINE’S DAY = EASTER & SAINT PATRICK’S DAY = SPRING 
MOTHER’S DAY = SUMMER ® FATHER’S DAY ® INDEPENDENCE DAY 
FALL @= BACK-TO-SCHOOL / LABOR DAY ® HALLOWE’EN @ WINTER 
THANKSGIVING © CHRISTMAS & NEW YEAR’S © GENERAL WEEK-END 
PROMO = PLUS = GENERAL PUBLIC SERVICE © GO-TO-CHURCH 
UNITED FUND @ CARE & RADIO FREE EUROPE % GET OUT AND VOTE 


Tunefully tailored station i.d.’s in the happy mood of each holiday. You know they’re great 
because they’ve been produced for you by COMMERCIAL RECORDING CORPORATION, 
producers of the outstanding SING-A-LONG, SOUND OF MUSIC and RAZZ-MA-TAZZ Jingles. 


PLUS the most timely bonus of ’em all: 6 TOP COMMUNITY INTEREST PUBLIC SERVICE JINGLES 
THE PROOF’S IN THE LISTENING. Send for your demo today or CALL YOUR ULLMAN-MAN 


DISTRIBUTED EXCLUSIVELY BY 


RICHARD ULLMAN, INC. 


Marvin A. Kempner, Executive Vice President, 1271 Avenue of the Americas, New York 20, N.Y. PLaza 7-2197 


ly A DIVISION OF 

\ISTRIBUTORS OF THE BIG SOUND, FORMATIC RADIO, IMN JINGLES, TARGET 

INGLES, EV WREN PRODUCTIONS, SPOTMASTER TAPE CARTRIDGE EQUIPMENT = me PETER FRANK ORGANIZATION 
HOLLYWOOD / NEW YORK 
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RCA THESAURUS PRESENTS...A GREATN 


Big news, exciting news .. . for AM and 
FM Station Owners, Managers and Pro- 
grammers! With the new RCA Thesaurus 
Programmed Music Library, you can now 
round out your programming with first- 
rate, top-quality music shows. Big-name 
artists, great composers and arrange- 
ments, unbeatable hi-fidelity reproduction 


on 12” long playing discs . . . a complete, 
time-saving, money-saving program serv- 
ice from RCA Thesaurus. 

Brilliant Hi-Fi Sound. Great new sound 
for AM and FM programming .. . sensa- 
tional quality and brilliance . . . new elec- 


tronic process for low noise to signal ratio 
at 30 to 15,000 cycles frequency range... 
12” long-playing discs made from highest 
quality anti-static compound... all to- 
gether, the finest sound available! 

Great Music . . . Artists . . . Composers. 
Audience-winning all-time popular stand- 
ard titles... music and songs that get and 
keep listeners! Among the artists: Sammy 
Kaye, Freddy Martin, Lawrence Welk, Ray 
McKinley, The Melachrino Strings and 
Orchestra, Artie Shaw, Hank Snow, The 
Sons of the Pioneers, The Statesmen 
Quartet. Among the composers: Rodgers 





and Hammerstein, Irving Berlin, Colé 
Porter, Jerome Kern, the Gershwins, 
Beethoven, Liszt, Debussy, Tchaikovsky! 
Great Programming Features. Balanced 
programming in quarter-hour shows—all 
ready to go... play straight through a | 
side, or play the banded selections indi- 
vidually. Artists, titles and arrangements 
are selected by programming experts with 
years of experience, save you valuable 
hours of staff time . . . your station (and 
listeners!) get the cream of the greatest 
library of radio music available today! 
Over 2,500 selections on more than 420 





sides are delivered in the basic library 
and a minimum of 6 sides are added each 
month. Categories include: 

Popular variety, Popular standards, Popu- 
lar concert, Country-Western # Sacred, 
Concert, Latin American, Jazz = Spiritual- 
Gospel, Holiday programs, Mood Music, 
Band-military = College football songs, 
Quickie tunes (each less than 2 minutes). 
Results ...just listen! ‘‘... tremendous aid 
to stations programming at the adult 
level."—M. H. Bonebrake, Pres., KOCY, 
Oklahoma City m “Fidelity and content are 
excellent.” —A. V. Santucci, Gen. Mgr., 


WCGO, Chicago Heights # “... gives our 
stations a distinctive sound so important 
in today’s radio programming.” —W. H. 
Higgins, Pres. WKOAm/WKOFm, Hop- 
kinsville, Ky. @ “Thesaurus . . . getting 
plenty of turntable service with the new 
12-inch Library.” —W. L. Holter, Owner, 
KLTZ, Glasgow, Mont. # “... material well 
chosen, all usable... very pleased.”—J. H. 
Vondell, Jr., Pres., WOQDY, Calais, Me. 

RCA Thesaurus Programmed Music Li- 
brary is available in your area for such 
a low cost you can’t afford to miss it! For 
complete information, phone, wire or write 


the Thesaurus representative in your area. 


155 East 24th Street, New York 10, N. Y.........MUrray Hill 9-7200 
445 N. Lake Shore Drive, Chicago 11, tl.. ... WHitehall 4-3530 
1121 Rhodes-Haverty Bidg., Atlanta, Georgia... . JAckson 4-7703 
7901 Carpenter Freeway, Dallas 7, Texas -MEtrose 1-3050 
1510 N. Vine Street, Hollywood 28, Cal. 
1800 17th Ave. South, Nashville, Tenn... 


. Oldfield 4-1660 
Alpine 5-5781 


reconded 


Services 


RADIO CORPORATION OF AMERICA - RCA VICTOR RECORD DIVISION 





when you think of Kansas City remember our 
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NOW 2,320,499 STRONG 


From old Westport Landing in 1847 to the hub of a big, bold, booming 
200-mile-wide trade area... that’s the recorded growth of Kansas City. 


AND NOW... 
in Population 2nd in Automobile Assembly 
Manufacturing Employment in Feed Manufacturing 
Number of Airline Operations 1st in Rail Receipts of All Livestock 


rong cereatte 7’ in Vending Machine Production 


Wholesale Sales ’ ae 
Bank Clearings KCMO-Radio—810 Kce.—50,000 watts, Kansas. City’s 


Apparel Industry most powerful station and KCMO-TV—Channel 5— 
Number of Railroads 100,000 watts full power from tall tower television 
as a Cattle and Calf Market ... give you all this at low cost-per-thousand. 


KO? (City MI@)+v-Radio-FM 


E. K. HARTENBOWER, V. P. and Gen. Mgr., R.W. EVANS, Radio Sta. Mgr., SID TREMBLE, TV Sta. Mgr. 


Represented Nationally by Katz Agency 


A Meredith Station Affiliated with “Better Homes and Gardens” & ‘Successful Farming’’ Magazines. 











2S 288 BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
















































BROADCAST REVENUES, EXPENSES AND INCOME OF NETWORKS AND | BROADCAST REVENUES, EXPENSES, AND INCOME OF RADIO 
STATIONS OF RADIO2 AND TELEVISION BROADCAST SERVICES BROADCAST SERVICES 
/ 1959-1960 1959-1960 
($ Millions) ($ Millions) 
Percent Increase Percent 
J or (Decrease) Increase 
Service 1960 1959 in 1960 Item 1960 1959 1960 
\. Total Broadcast Revenues 4 Poe ee Total Broadcast Revenues 
i i ; : including owned an 
- sca + oes ‘ies o? operated stations)! $ 63.0 $ 60.4 43 
Industry Total $1,866.3 $1,723.9 83 Other radio stations? 534.7 499.6 7.0 
Total $597.7 $560.0 6.7 
Total Broadcast Expenses 
Radio $ 551.8 $ 517.6 6.6 4 Nationwide networks Total Broadcast Expenses 
Television 1,024.5 941.6 8.8 (including owned and 
Industry Total $1,576.3 $1,459.2 8.0 operated stations)! $ 66.0 $ 64.9 17 
Other radio stations2 485. 452.7 73 
's Broadcast Income (before Federal Income Tax) Total $551.8 $517.6 6.6 
= Radio $ 45.9 $ 424 8.3 
Television 244.1 222.3 98 ae Broadcast Income 
m Industry Total $ 290.0 $ 264.7 96 4 Nationwide networks (before Federal Income Tax) 
1 ing. including owned an 
Includes am and fm broadcasting operated ‘tations! $ 3.0) $ 45) a 
NOTE: 1960 radio data cover the operations of 4 nationwide net- Other radio stations2 48.9 46.9 43 
works, co Dory and _ —_ pigeon fm r. Total $ 45.9 $ 42.4 83 
tions. Excluded are am and am-fm stations an : 
independent fm stations whose reports were filed too late | 11959 and 1960 data cover the operations of the four nationwide 
for tabulation. 1959 data are for 4 nationwide networks, networks and their 19 owned and operated stations. 
il 3,380 am and am-fm and 148 independent fm stations. 1960 | 2 Includes 3,361 am, am-fm and 148 independent fm stations in 
tv data cover the operations of 3 networks apd 530 sta- 1959 and 3,451 am, am-fm-and 218 independent fm stations in 
tions. 1959 tv data cover the operations of 3 ks and 1960. 
5. 519 stations. ( ) Denotes loss. 
For additional tables on radio income for past year see page 90 








RADIO POSTS HEALTHY 60 TOTALS 


@ Spot and local top three-year boom with record highs 


November 13, 1961, Vol. 61, No. 20 





@ Only network shows moderate 1.7% decline in past year 





Reports of a recent softening in na- 
tional spot business for radio may not 
be as serious as they seem. If spot is 
down, its decrease is being measured 
against spot volume for last year. And 
last year’s spot, it became officially 
known last week, was the biggest in 
radio history. 

No industry-wide financial data for 
1961 is yet available, but the impression 
is general that these conditions exist: 
Local radio business is strong, network 
business is at least holding its own, and 
radio spot is, as one observer put it last 
week, spotty. 

Assuming this impression is confirmed 
when the 1961 records are compiled, 
1961 may still turn out to be a good 
year in terms of total radio volume. As 
official FCC figures showed last week, 
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@ Total radio, tv revenue climbs toward $2 billion mark 


1960—-the year against which radio has 
been judging 1961—was the all-time 
record year for total business. 

Of the three categories of radio time 
sales by far the biggest is local, and 
local sales in 1960 were bigger than they 
ever had been—$385 million. If local 
business in 1961 is as good as some 
broadcasters say it is, local is headed 
for a better than $385 million year. 

Spot, the next biggest category, sup- 
plied $202 million in 1960. Assuming 
local volume in 1961 is as strong as 
some people’ think, spot could sag con- 
siderably without seriously damaging 
total volume 

Network ‘volume, the least of the 
three, was $35 million in 1960, a little 
less than it was in 1959. The signs in 
1961 are that network volume has bot- 






FCC radio figures complete broadcasting totals for 1960 








tomed out after a decade of decline. 
Summed up, the FCC’s radio report 
for 1960 looked like this: 
Total radio revenues were $597.7 mil- 
lion, up 6.7% over 1959’s $560 million. 
Total radio income before federal 
taxes were $45.9 million, 8.3% over 
1959’s $42.4 million. 
Local time sales were $385,346,000, 
up 7.3% over 1959’s $359,138,000. 
Spot time sales were $202,102,000, 
up 7.4% over 1959’s $188,143,000. 
Network time sales were $35,026,000, 
down 1.7% from 1959’s $35,633,000. 
Radio broadcasters’ income has been 
pulling ahead each year for the last 
three years. In the last 10 years, radio 
income, before federal tax payments, 
did slip twice—once in 1951 and again 
in 1958. But except for those two years, 









RADIO POSTS HEALTHY '60 TOTALS continued 


income has consistently forged ahead. 

Three Year Boom =* In the last three 
years, radio’s healthy condition is ex- 
emplified by the revenue and income 
figures. Total revenues amounted to 
$523.1 million in 1958, $560.0 million 
in 1959 and $597.7 million in 1960. 
Radio’s income has also climbed in that 
period: $37.3 million in 1958, $42.4 
million in 1959 and $45.9 million in 
1960. 

In 1951 radio income slumped bad- 
ly, down from a record $68.2 million 
in 1950 to $57.5 million in 1951. This 
occurred again in 1958, when income 
dropped from $54.6 million in 1957 to 
$37.3 million in 1958. Aside from 
these two dips, radio income has paral- 
leled radio revenues, a year-by-year 
climb. 

The broadcasting industry as a whole 
continued its climb toward the $2-bil- 
lion-a-year mark. In 1960, radio and 
television took in total revenues of 
$1,866.3 million compared to $1,723.9 
million in 1959. This was an 8.3% in- 
crease. Income for the whole industry 
climbed sinilarly—$290.0 million be- 
fore federal income tax payments in 
1960 compared to $264.7 million in 
1959. This is a jump of 9.6%. 

The television financial roundup was 
issued by the FCC Aug. 29 (Broap- 
CASTING, Sept. 4). 

The four radio networks and their 
19 owned stations reported total 1960 
revenues of $63.0 million, compared 
with $60.4 million in 1959. This is a 
4.3% increase. The networks, however, 
reported a loss of $3 million for 1960; 
$1.5 million less of a loss than they 


suffered in 1959 when their losses were 
$4.5 million. 

The nation’s 3,669 other am, am-fm 
and independent fm stations reached 
total revenues of $534.7 million—up 
7% over 1959. Profits in 1960 for this 





Time sales on the nose 


BROADCASTING’s estimate of 
total time sales in 1960—pub- 
lished in its February 20 Perspec- 
tive 1961 issue—was almost on 
the nose. BROADCASTING estimated 
that total radio time sales would 
reach $624,830,000; the FCC’s 
official calculations were $622,- 
474,000—a difference of four- 
tenths of one percent. 

In the time sales breakdown, 
BROADCASTING estimates varied 
from 1% to 1.5% from those re- 
ported last week by the FCC: 
Sale of network time was esti- 
mated at $34,496,000; of national 
spot at $199,164,000; of local 
sales at $389,152,000. This com- 
pares with the FCC’s final figures 
of $35,026,000 for network sales 
(a difference of 1.5% ); $202,102,- 
000 for-national spot (a difference 
of 1.5% ); $385,346,000 for local 
sales (a difference of 1%). 

A similar close correlation was 
evident between BROADCASTING’s 
estimates for 1960 television total 
time sales and the actual revenues 
as reported by the FCC; there was 
only a difference of two-hundred- 
ths of one percent. 














group totaled $48.9 million—up 4.3% 
over the 1959 income. 

Radio Profitable = Although it’s the 
general belief that all broadcasters are 
in the profit column, the 1960 financial 
report shows that one-third of the re- 
porting 3,470 am stations—1,145—te- 
ported they operated at a loss. This is 
33% and compares with 34.7% so re- 
porting in 1959. 

Losses still plague fm. Of the 218 
independent fm stations reporting (those 
without am adjuncts), 77.1% (168) 
showed losses from their operations. 

The median profit of the 2,303 stand- 
ard radio stations operating for the full 
year and which reported profitable op- 
erations was $10,800 compared to 
$10,300 in 1959. The average revenues 
of all the am stations operating for the 
full year was $165,164, with average 
income amounting to $16,596. Inter- 
estingly, 50 kw clears showed average 
income of $239,214, with regionals next 
with $12,542; then 5-25 kw outlets, 
$9,807 and local last, with $5,284. 

All fm radio stations took $9.4 mil- 
lion in total revenues in 1960. Of this 
the 218 independent fm stations had 
$5.8 million and the fm stations affil- 
iated with am licensees, $3.6 million. 
The independent fm outlets reported 
a loss of $2.4 million for the year. But 
50 of the 218 independent stations re- 
ported profitable operations. 

Expenses Up = Total broadcast ex- 
penses for the 1960 year topped the 
half-billion mark. All broadcasters, in- 
cluding the four radio networks and 
their 19 owned stations plus 3,451 
other am stations spent $543,558,000 
on expenses. The highest amount, 
$193,785,000, went for general and ad- 
ministrative, $177,915,000 for pro- 
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AVERAGE PER RADIO STATION FINANCIAL DATA CLASSIFIED BY SIZE OF STANDARD METROPOLITAN 
STATISTICAL AREA AND COMMUNITIES NOT IN METROPOLITAN STATISTICAL AREA1 


[Stations Operating Full Year 1960 Only) 
Average Time Sales: 


No. Re- 
No. of in National and 
Stations $5 008 Regional Local Tota! Total Total Total 
in or More Advertisers Advertisers Stations Broadcast Broadcast Broadcast 
Population of: Operation TimeSales Networks | andSponsors2 and Sponsors? Reporting Revenues? Expenses Income 
2,000,000 and over 206 205 $ 7,412 $405,720 $359,910 205 $697,350 $568,791 $128,559 
1,000,000 - 2,000,000 140 136 10,360 204,359 254,210 140 409,35: 357,998 , 
500,000 - 1,000,000 244 240 4,868 114,044 168,032 242 259,188 241,873 17,315 
250,000- 500,000 342 333 3,435 17,807 139,457 337 197,718 188,484 9,234 
200,000- 250,000 113 108 2,058 49,722 122,612 112 162,901 154,117 7,926 
150,000- 200,000 97 96 2,095 43,879 121,079 96 164,316 150,117 14,199 
100,000- 150,000 149 147 3,022 39,921 113,290 149 151,016 144,877 6,319 
50,000- 100,000 71 68 3,076 23,547 96,321 68 120,685 116,049 4,636 
25,000- 50,000 370 360 1,867 19,794 96,641 365 116,927 109,306 7,621 
10,000- 25,000 648 633 1,065 13,324 79,636 645 92,338 85,697 6,641 
5,000- 10,000 561 530 517 8,788 60,895 554 67,915 62,367 5,548 
2,500- 5,000 358 317 459 4,983 49,522 351 51,357 47,581 3,776 
Less than 2,500 119 104 128 9,074 , 117 52,859 50,136 2,723 
TOTAL 3,418 3,277 $ 2,471 $ 61,565 $116,400 3,381 $165,164 $148,568 $ 16,596 
1 Census of Population, 1960. 
2 Before comm to agencies, representatives and others. 
8 Total revenues consist of total time sales less commissions plus talent and program sales. 
4 Before Federal income tax. 
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$100,745,000 for selling and 
$71,113,000 for technical. 

The bulk of these expenses are for 
salaries. There were almost 53,000 
people employed in the radio industry 
in 1960—51,723 in standard radio and 
1,266 in fm. In am radio, 41,705 peo- 
ple had full-time jobs and 10,018 part- 
time jobs. In fm radio, 749 people had 
full-time jobs and 517 part-time. 

The radio industry has $422,911,000 
invested in tangible property on an orig- 
inal cost basis, of which $8,171,000 is 
the fm investment. On a depreciated 
cost, the entire industry has $226,109,- 
000 invested in property, with $6,258,- 
000 allocated to fm. 

Two standard metropolitan areas 
each have 30 standard radio stations 


operating in their areas. One metro- 
politan area has 26 am outlets on the 
air. There are 36 metropolitan areas 
which have 10 or more am radio sta- 
tions operating. There are 1,358 met- 
ropolitan communities which only have 
one station each. 

Chicago Is Best = The best city for 
radio income is Chicago. A check of 
the city-by-city breakdown (page 90) 
included in the 1960 FCC report indi- 
cates that Chicago’s 24 reporting sta- 
tions took in $23.5 million in total rev- 
enues and $7.3 million as income. This 
is a 31% return. 

Detroit radio also showed up well in 
the ratio of revenues to income. Total 
revenues for Detroit’s 11 radio stations 
was $10.8 million; income $3.0 million. 


This is a 28% return. 

New York ranked third in this cat- 
egory. New York’s 30 stations took in 
a total of $34.3 million in revenues and 
had an income of $7.4 million—a ratio 
of 22%. 

Boston's 17 stations totalled $9.4 
million in revenues and $1.7 million in 
income, a ratio of 18%. Los Angeles- 
Long Beach’s 29 reporting stations had 
total revenues of $19.6 million and in- 
come of $3.1 million, a ratio of 16%. 
Philadelphia’s 20 reporting stations took 
in a total of $11.9 million with income 
$904,251, a ratio in the neighborhood 
of 8%. 

The over-all ratio of total revenues, 
$560.3 million, to income, $55.2 mil- 
lion, is 9.842%. 


Radio should prove how well it sells 


THAT’S REACTION TO AGENCY APATHY; OTHERS DOUBT SURVEY HONESTY 


Radio should take prompt action to 
show agency spot buyers the medium 
offers the most effective way to reach 
the community, judging by response to 
a survey of spot radio trends the re- 
sults of which appeared in the Oct. 30 
BROADCASTING. 

Most comments took the position 
that radio should face up to any signs 
that some agency spot buyers are show- 
ing less interest in the medium. Others 
were critical of the survey, claiming it 
did not do justice to radio’s community 
service and might lead other agency 
buyers into an anti-radio position. 

Official praise for the article and its 
resume of radio’s problems came from 
the NAB Radio Board, of which George 
C. Hatch, Intermountain Network, is 
chairman. He has asked the NAB staff 
to study questions centering around the 
crowded spectrum as well as the feasi- 
bility of strengthening the NAB Radio 
Code to prevent off-card selling and 
similar devices. 

Health of Radio = Mr. Hatch wrote: 

“The NAB Radio Board of Directors 
congratulates you on an excellent fea- 
ture article and editorial on radio in 
your Oct. 30 issue. Gov. LeRoy Col- 
lins, NAB president, has been discuss- 
ing this basic issue of radio’s economic 
health in each of our fall conferences. 

“Commissioner Fred Ford’s speech 


sion of this most important and funda- 
mental issue may enable the Jan. 29- 
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populated industry. I would suggest 
that BROADCASTING offer reprints of the 
article and editorial for further distribu- 
tion and discussion.” 

Mr. Hatch said Commissioner Ford’s 
speech and the BROADCASTING article 
raise the question of whether the Radio 
Code “can or should enter into the area 
of selling off rate card, double billing 
and other deplorable commercial prac- 
tices.” He continued, “There is no ques- 
tion that code membership would be 
more meaningful if it meant more than 
prohibiting obvious program abuses.” 

Provost Critical = D. L. Provost, vice 
president and radio-tvy chairman of 
Hearst Corp., contended the Broap- 
CASTING story “could have taken a posi- 
tive approach,” feeling it downgrades 
radio unnecessarily. Both WISN Mil- 
waukee and WBAL Baltimore, Hearst 
radio properties,” will have larger prof- 
its this year than in many years,” he 
added. He ascribed this improvement 
to constructive programming, avoidance 
of triple spotting and building station 
prestige through high operating stand- 
ards. 

Mr. Provost said local business “can 





Radio gets a whopper 


Jos. Schlitz Brewing Co. for old 
Milwaukee Beer, through Post & 
Mohr, Chicago, has bought new 
package of two-minute radio 
sports features, Sports Beyond 
Belief, for exclusive presentation 
five-times weekly on stations in 
about 60 to 100 markets starting 
Jan. 1 for two years. Packager is 
Jim Mills Productions, Chicago. 
Markets in Midwest, South and 
Southeast will be used. 











be seriously hurt because local agencies 
will say, if this is the way the big agen- 
cies feel we ought to re-examine the 
situation.” 

The article could have helped radio, 
he said, by taking the premise there 
are many well-operated stations doing 
well but they are “in jeopardy because 
of the shysters, slick operators, give- 
away artists, garbage collectors and the 
like which do not deserve advertising 
support.” He contended the article “did 
not take the trouble to emphasize the 
fact that the tv networks by deep in- 
vasion of the spot field have helped to 
siphon off revenue that might other- 
wise go into radio” and felt it should 
have emphasized that well-run radio 
stations doing a community job still get 
their share of the advertiser’s dollar. 

Multiple Spots = Mr. Provost con- 
tinued, “There are stations in our mar- 
kets which run four, five and more spots 
together. Now the trend among these 
shady operators is to give a week’s free 
run to get a spot schedule. How can 
an agency even consider placing cam- 
paigns on stations of this type? Why 
does not BROADCASTING point these out 
with the suggestion that advertisers and 
advertising agencies choose stations of 
character on which to place their com- 
mercials?” 

He suggested the article “deliberately 
set out to harm radio,” saying a state- 
ment that local business is good should 
have been used as basis for the argu- 
ment that national buyers therefore 
should buy radio. “Local advertisers 
know what medium moves their prod- 
ucts and what stations,” he said. He 
proposed the publication “should as- 
sume its responsibility and now come 
out with a positive story on the well- 
run station in radio, and fast.” 

Thomas S. Carr, vice president and 
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WSOC-TV and Charlotte... 
Station and city on the grow, grow, grow! 


33 new firms 


matclavamianicssveaalsiaie 


by new firms- 


—up 12 
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Charlotte is one of your finest areas for sales growth. Business 
expansion far outstrips U.S. average . . . and Charlotte leads in 
healthy N.C. by a healthy margin. Nation’s 29th in wholesale 
distribution; tops giants like Louisville, Richmond, Miami. Get 
more sales, more advertising exposure for your money. Get on 
Charlotte’s WSOC-TV, a great area station of the nation. CHARLOTTE S—NBC and ABC. Represented by H-R 





WSOC and WSOC-TV are associated with WS8 and WSB-TV, Atianta, WHIO and WHIO-TV, Dayton 
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RADIO SHOULD PROVE HOW WELL IT SELLS continued 


manager of radio, WBAL, said he was 
“shocked and dumfounded that you 
would run such a completely negative 
article on radio.” He continued, “If 
you had attacked the bad by pointing 
out the good, it would have at least been 
somewhat better, though still unpardon- 
able. Worst of all, your editorial, ‘Ra- 
dio’s. Soft Spot,’ compounded the ar- 
ticle. ... I think you owe those of us 
who run good, clean, hardhitting opera- 
tions a direct apology. You have hurt 
us immeasurably.” 

Effective Coverage = The general 
manager of a southern radio station, 
who asked that his name be withheld, 
said he felt the story “covered all sides 
of the question rather effectively” but 
thought the station ratings problems 
“was touched upon lightly.” He sug- 
gested “ratings are not what they’re 
cracked up to be . . . Because those 
stations that order surveys always soup 
up programming with this and that 
gimmick, or choose times when they 
have specials on for several days, may- 
be baseball, football or what have you.” 
He proposed New York and Chicago 
agencies “take a leaf from regional 
agencies” to learn something about ra- 
dio and a station’s acceptance in its 
own area. “Those agencies are not 
content to sit and stare at charts on 
office walls,” he said. “They send peo- 
ple into the area to study the stations 
firsthand; listen to them, and ask ques- 
tions about them of people not con- 
nected with stations.” 

The southern broadcaster said agen- 
cies “lost radio somewhere along the 
way, mostly through their own inabil- 
ity to properly evaluate radio today... . 
Agencies themselves are frequently the 
reason why radio salesmen seem wary, 
because the national agencies started 
trying the old business of buying two 
spots and asking for an extra spot free. 
If you don’t agree, they buy elsewhere. 
The national agencies have forgotten 
that radio made broadcasting, and in 
many cases, the agencies too. They 
seem totally unaware that radio still 
is a strong influence on the buying pub- 
lic. They choose to overlook the fact 
that radio set sales continue to be far 
~higher than tv set sales, which means 
radio must be used. They deliberately 
ignore the known fact that radio news 
can’t be topped by any media, whether 
the news is local or national or inter- 
national.” 

Effort Needed = This broadcaster said 
this dangerous trend must be stopped 
by a concerted effort on the part of all 
stations. He concluded: “While it may 
be true radio salesmen in some cases 
are not selling their wares properly, it 
also is equally true that the agencies 
have deliberately blinded themselves to 
radio and refuse to take even a peek 


lest they find they have been wrong, 
and might have some explaining to do 
to their clients.” 

Lee Morris, sales manager of WSB 
Atlanta, Ga., called the article “a syn- 
thesis of what’s good and bad about 
radio.” He continued: “Granted, there’s 
some bad in radio. Likewise there’s 
bad in newspapers, magazines, bill- 
boards, tv, postcards. . . . Remember, 
too, there’s a lot of good in radio and 
it’s reflected every day in communities 
across the nation.” 

Mr. Morris asked: “Is the current 
softness in radio buying by some of the 
major agencies really 100% based on 
this long list of radio ills that are 
paraded before us so regularly: or per- 
haps are we possibly playing follow 
the leader down Madison Avenue where 
radio buying ‘isn’t the vogue this sea- 
son’?” 

At WSB, he said, the station is busy 
“programming in the interest of the only 





vinced that practically all people know 
their radio stations, but the successful 
radio stations are the ones that know 
their people. I am optimistic that ra- 
dio will gradually recover its share of 
the national and regional dollar.” 

Radio is the most efficient means of 
servicing expanding markets in the 
country. That’s the observation of 
Maurie Webster, a CBS radio vice pres- 
ident and the general manager of CBS 
Radio Spot Sales. 

Mr. Webster talked about his favor- 
ite advertising subject at the Dallas Ad- 
vertising League last week. He said 
that radio is a new medium—“radio 
has totally changed in the last 15 years. 
It has significantly changed in the last 
two years.” Or specifically: there are 
more sets in homes and in automobiles, 
listening occupies a significant amount 
of time for Americans, and confidence 
(as well as dollars) of advertisers in 
radio “has gone steadily upward since 
our temporary low point in 1954.” 


Do’s and Don’ts = Mr. Webster sug- 





Caveman characters named Og 
and Zog will represent Lawrence C. 
Gumbinner Inc.’s acceptance of CBS 
Radio’s invitation to all agencies to 
prepare one-minute spots explaining 
advertising to laymen. The spots 
will be placed on 10 CBS-owned or 
affiliated stations. 

This is the way Og and Zog get to 
the heart of the business: Og finds his 
friend inventing something he is 
planning to take around to a few 
other cavemen so “them that may 
like it may order one.” Og says that 
is the old-fashioned way; today we 
advertise: “Advertising is a simple 





Cavemen promote advertising 


way of spreading the word about 
what you're making to lots of people 
instead of just a few. And when you 
put an ad in the ‘Caveman News’ or 
send up smoke signals many people 
learn about your invention, decide if 
they want it and then buy it.” 

At the close, Zog says, “Well, 
completed, big and round, just like 
a moon. I think I shall call it a 
wheel.” 

“Why a wheel?” asks Og. 

“Well,” replies Zog somewhat de- 
fensively, “it-uh-looks like a wheel. 
Don’t it?” 








thing we have to offer—an interested 
public.” He listed some of the public 
service projects undertaken by the sta- 
tion and the response by the public. 
“In our coverage area where clients 
and agencies can hear us, and person- 
ally know the type of service we offer, 
there are no anti-radio advertising agen- 
cies,” Mr. Morris said. “Our radio 
salesmen are welcomed in all shops. 
Our suggestions are appreciated.” 
Optimistic View = Morton Lowen- 
stein, operating Philadelphia Spot Sales, 
said: “It seems to me than unless the 
entire radio industry can discover and 
expose successfully those areas in 
which it is pre-eminent above all other 
media in assisting the advertiser to per- 
form one or more of the many func- 
tions involved between the decision to 
provide the maker or canner, and the 
final use by the consumer, radio will 
continue to be in trouble. I am con- 


gested several “don’ts” and one “do” 
for advertisers considering radio: 

= Radio is flexible, “but don’t wait 
until just before your campaign starts 
to buy time.” The good stations prob- 
ably wouldn’t be able to schedule you. 

= During driving times radio “reaches 
huge audiences.” But for products 
housewives buy, “avoid driving times.” 

= “Radio permits you to be selective 
in reaching your best customers . 
but don’t set too firm a buying pattern.” 
Let the salesman know what your goals 
are as he may know a “different and 
better way to achieve them.” 

* Production costs in radio are far 
below those of tv and magazines “but 
don’t assign a junior writer to prepare 
your commercials. They'll bring real 
results if given imagination and care.” 

= “The one ‘do,’” he concluded, “is 
—to try radio—it’s a well-proven me- 
dium to move goods or services.” 
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\. THE KATZ AGENCY, rnc. 
TIME-LIFE BROADCAST INC. Hy National Representatives 
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When a campaign 
is breaking... 
When orders are 
being placed... 
When decisions are 
being made... 
With 14 Weed offices 
WEEDmen are on the spot 
daily with direct, personal 


salesmanship...the kind 
that gets the order! 








WEED 





AAAA: MEDIA AND MACHINES 


Tie-in between media buying and data-processing 
to be explored as part of busy eastern meeting 


Buying by more than just “the num- 
bers”—and the uses of a new tool which 
many broadcast salesmen fear will 
make numbers-buying easier—will be 
explored in two sessions of the annual 
eastern conference of the American 
Assn. of Advertising Agencies this 
week in New York. 

The media-buying session will deal 
with “hidden media values, or going 
beyond the numbers,” which program 
planners describe as an examination of 
the advantages of not playing “follow 
the leader” in media strategy. 

The tool which has raised fears of 
more reliance on numbers, especially 
in spot buying, is the electronic com- 
puter. Its “applications to problems of 
media strategy” will be studied at the 
research session. 

The importance of agency services 
available through the use of electronic 
data-processing equipment was rated so 
important by Wallace T. Drew, market- 
ing vice president of Coty Inc., that he 
warned agencies in a speech at the 
Assn. of National Advertisers’ fall 
meeting 10 days ago that they had bet- 
ter start using this sort of equipment 
or else risk having their clients set up 
house agencies (BROADCASTING, Nov. 
6). 

The media-buying session, scheduled 
tomorrow (Tuesday) afternoon, will be 
headed by Frank Gromer of Foote, 
Cone & Belding. Speakers will be How- 
ard G. Sawyer, Marsteller Inc.; Sam B. 
Vitt, Doherty, Clifford, Steers & Shen- 
field; Robert Liddel, Compton Adv., 
and William E. Matthews, Young & 
Rubicam. 

The session on computers is slated 
for Thursday morning and will be led 
by Clark L. Wilson of BBDO. Speak- 
ers will be Herbert D. Maneloveg and 
David Learner, also of BBDO; Milton 


Godfrey of C-E-I-R, which owns the 
American Research Bureau ratings or- 
ganization and is a minority owner and 
working associate of the new Central 
Media Bureau’s radio-tv billing and in- 
formation service (BROADCASTING, Oct. 
16); Prof. William Cooper of Carnegie 
Institute of Technology; Prof. A. 
Charnes of Northwestern U., and Dar- 
rell B. Lucas of New York U. 
Enthusiasm =* The electronic com- 
puter’s speed and versatility have gen- 
erated widespread enthusiasm among 
agency and advertising executives who 
hope to reduce man-hours and increase 
efficiency, especially in handling such 
tedious chores as estimating alternative 
campaign plans. Data-processing ex- 
perts have acknowledged that the ma- } 
chines could also be used to make cam- 
paign buys almost strictly according to 
program ratings. They could store 
ratings data along with availabilities 7 
lists and let the equipment designate 
which spots are in or adjacent to the = 
highest-rated periods. Computer serv- § 
ices operating in radio-tv have dis- ~ 
avowed any immediate plans to put § 
their equipment to work in this way, | 
however. 
The research and media-buying ses- 7 
sions are two of ten events planned ¥ 
for the annual conference, to be held 7 
Tuesday through Thursday at the Hotel 7 
Biltmore. More than 1,500 agency peo- § 
ple are expected to attend the three-} 
day meeting, which will present a total J 


_of 55 speakers and panelists. 


Believability = The creative session, 
on Thursday afternoon, will discuss be-= 
lievability or “how to advertise in the 
new climate.” Speakers will be Herbert 7 
A. Carlborg of the Institute for Moti- 
vational Research. Advertisements will 
be evaluated by a panel consisting of” 
Frederic Papert of Papert, Koenig, 





ARBITRON’S DAILY CHOICES 


Listed below are the highest ranking 
television shows for each day of the 
week Nov. 2-8, as rated by the 
National Arbitron instant ratings of 


Date 


Thur., Nov. 2 
Fri., Nov. 3 


Sat., Nov. 4 
Sun., Nov. 5 Bonanza (9 p.m.) 

Mon., Nov. 6 D Kaye (9 p.m.) 
Tue., Nov. 7 
Wed., Nov. 8 


Copyright 1961 American Research Bureau 


Hazel (9:30 p.m.) 
Rawhide (7:30 p.m.) 


Flintstones (8:30 p.m.) 
Perry Mason (7:30 p.m.) 





Program and Time 


the American Research Bureau. 
These ratings are from a sample of 
1,200 television homes per half hour 
properly distributed across the U. S.. 


anny 
Red Skelton Show (9 p.m.) 
Wagon Train (7:30 p.m.) 
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redit M reW the fact THE cis OWNED RADIO STATIONS 
WCBS New York. WBBM Chicago, WCAU Philadelphia, WEEI Boston. KMOX St. Louis. KCBS San Francisco, KNX A 
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ILLUSTRATION COURTESY OF THE BETTMANN ARCHIVE 


Half a century ago, before the advent of television, 
entertainment and cultural opportunities were limited 
in scope and available’to only a few. Today, in sharp 
contrast, WGAL-TV regularly presents worthwhile 
educational, cultural, and religious programs; .accu- 
rate and informative news and sports coverage; 
as well as the finest in entertainment, all of which 
enriches the lives of many thousands of men, women 
and children in the WGAL-TV viewing audience. 


WGAL-TV 
Channel & 


Representative: 

The MEEKER Company, Inc. 
New York Chicago 
Los Angeles San Francisco 
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Lois; John H. Tinker Jr. of Jack Tink- 
er & Partners; Phyllis Robinson of 
Doyle Dane Bernbach, and Edward G. 
Zern of Geyer, Morey, Madden & Bal- 
lard. William D. Tyler of Benton & 
Bowles will preside. 

A closed session on agency manage- 
ment is scheduled for Wednesday morn- 
ing, with speakers including Marion 
Harper Jr. of Interpublic Inc., AAAA 
chairman; Frederic R. Gamble, AAAA 
president; Richard Turnbull, AAAA 
senior vice president, and Dr. Peter 
Sammartino, president of Fairleigh 
Dickinson U. Harold L. McClinton of 
Reach, Clinton & Co. will preside. 

Another closed session Wednesday 
afternoon will concentrate on causes 
for criticism of advertising. Chairman 
-and keynote speaker will be Arthur C. 
Fatt of Grey Adv. Other speakers will 
include John G. Mapes of Hill & 
Knowlton, public relations consultant 
to AAAA; Alfred J. Seaman of Sulli- 
van, Stauffer, Colwell & Bayles; Rob- 
ert T. Colwell, J. Walter Thompson 
Co.; George H. Gribbin, Young & Ru- 
bicam; Frank K. White, Interpublic 
Inc.; Stockton Helffrich of the NAB 
television code office, and Roger H. 
Bolin of Westinghouse Electric Corp., 
past chairman of ANA. 

William E. Williams, president of 
Procter & Gamble Co. of Canada, will 
address the Wednesday luncheon. Bar- 
ton A. Cummings of Compton Adv., 
chairman of the AAAA eastern region, 
will preside. 

The account management session. on 
Thursday morning will deal with the 
account .executive’s varying roles as 
communicator, initiator, appraiser and 
interpreter. John P. Beresford of Mc- 
Cann-Erickson will preside. Speakers 
will be Philip C. Carling, BBDO; War- 
ren Fales, Norman, Craig & Kummel; 
Edward Gumpert, Geyer, Morey, Mad- 
den & Ballard, and David Donovan, 
Benton & Bowles. Herbert D. Strauss, 
Grey Adv., will summarize. 


Blow your own horn, 
H-R clients advised 


The need for continuing promotional 
activities by all stations to establish 
radio-tv as a basic part of the com- 
munity was the theme stressed at a 
meeting in New York on Nov. 3 of 25 
owners, general managers and promo- 
tion directors of stations represented by 
H-R Television Inc. and H-R Repre- 
sentatives Inc. 

Ray Simms, director of sales promo- 
tion for the H-R companies, urged sta- 
tion management to have at its disposal 
“at least one individual who can rep- 
resent the broadcasting industry at civic 
meetings and can answer criticism about 
our media.” This subject was elabor- 
ated upon in a luncheon addressed by 
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NIELSEN 


Second Report for October 1961 
(Based on two weeks ending Oct. 15, 1961) 


NIELSEN TOTAL AUDIENCE (t) 


Rating 
No. 
% U.S. Homes 
Rank TV Homes (000) 
1 World Series—Sun. 46.8 21,949 
2 World Series—Sat. 448 21,011 
3 World Series—M-W-Th 37.7 17,681 
4 Wagon Train 37.5 17,588 
5 Bonanza 34.2 16,040 
6 Sing Along With Mitch 32.0 15,008 
7 Walt Disney 30.8 14,445 
8 Perry Mason Show 30.7 14,398 
9 Red Skelton Show 29.8 13,976 
10 Perry Como 29.1 13,648 
NIELSEN AVERAGE AUDIENCE (#) 
Rating 
No. 
% U.S. Homes 
Rank TV Homes (000) 
1 World Series—Sun. 33.2 15,571 
2 World Series—Sat. 32.8 15,383 
3 Wagon Train 30.4 14,258 
4 Bonanza 29.9 14,023 
5 Red Skelton Show 27.8 13,038 
6 Gunsmoke—10 p.m. 26.8 12,569 
7 Andy Griffith Show 26.5 12,425 
8 Gunsmoke—10:30 p.m. 26.4 12,382 
9 Danny Thomas Show 25.7 12,053 


10 Sing Along With Mitch 25.6 12,006 


(t) Homes reached by all or any part of the 
program, except for homes viewing only 1 
to 5 minutes. 





ound: The following programs in 
"alphabetical order, appear in this week’s 
BROADCASTING tv ratings roundup. In- 
formation is in following order: program 
name, network, number of stations, spon- 
sor, agency, day and time. 


Bonanza (NBC-178); — (Campbeil- 
Ewald), Sun., 9-10 p 
Perry Como (NBC- 168), ‘Kraft GWT), Wed., 


9-10 p.m. 

Walt Disney (NBC-182); RCA UWT), Eastman 
Kodak UWT), Sun., 7:30-8:30 p.m. 

Andy Griffith Show - peony General Foods 
(B&B), Mon., 9:30-10 

a (CBS-199); Li oe & Myers (D-F-S), 


Johnson (FC&B Remington Rand 

ven General Foods (B&B), Sat., 10-11 
p.m. 

Perry Mason (CBS-185); Colgate (Bates), 


Drackett (Y&R), Philip Morris (Burnett), 
Sterling rug (D-F-S), Quaker Oats UWM), 
. . m. 


Sing Along With Mitch (NBC-171); Ballantine 
(Esty), Buick (Burnett), R. J. Reynolds 
(Esty), Thur., 10-11 p.m. 

Red Skelton (CBS-195); S. C. Johnson (FC&B), 
Corn Products (GB&B), Tue., 9-9:30 p.m. 
Danny Thomas Show (CBS-179); General Foods 

(B&B), Mon., 9-9:30 p.m. 
= Train (NBC-186); R. J. Reynolds (Esty), 
ational Biscuit (M-B), Wed., 7:30-8:30 p.m. 

World Series (NBC-208); Gillette (Maxon), 

Chrysler (Burnett), Oct. 4-5 and 7-9. 


(¢) Homes reached during the average min- 


ute of the program 
Copyright 1961 by A. C. Nielsen Co. 








Miles David, vice president and direc- 
tor of promotion, of Radio Advertising 
Bureau, who urged radio stations to 
editorialize on vital issues as a way of 
raising their prestige in the community, 
and-Norman E. Cash, president of the 
Television Bureau of Advertising. Mr. 
Cash claimed there is “a crying need 
for spokesmen in individual markets 
who will be recognized outside of the 
broadcasting industry—the lack of 
‘blowing-our-own-horn’ may be at the 
root of much of the unjustifiable criti- 
cism against us.” 

Mr. Simms was moderator at an “idea 
exchange” during which 11 speakers 
from stations on H-R’s list reviewed 
case histories of some of the outstanding 
promotions conducted by the outlets. 
H-R sponsored the meeting as a pre- 
BPA convention activity. 


Two buy KNXT (TV) special 


Coca-Cola Bottling Co. of Los An- 
geles, through McCann-Erickson, Los 
Angeles, and Frito-Lay Inc., through 
Edwin Wasey, Ruthrauff & Ryan, Los 
Angeles, will sponsor two telecasts of 
a teen-age documentary, The Intense 
Generation, on KNXT (TV) Los An- 
geles. The one-hour program delves in- 
to the thoughts and activities of teen- 
agers in Southern California, and will 
be broadcast on Nov. 23 (Thanksgiv- 
ing) at 9-10 p.m. and repeated Dec. 
17 (a Sunday) at 2:30-3:30 p.m. 


Agency appointments... 


s Bruning Paint Co., Baltimore, Md., 
appoints W. B. Doner & Co. 


# Rambler Dealers Assn. of Massachu- 
setts appoints Ray Barron Inc., Boston. 


# Oak Manufacturing Co., Crystal 
Lake, Ill. appoints Klau-Van Pietersom- 
Dunlap, Milwaukee. 


= Fire Safety Consultants Inc., Lodi, 
N. J., appoints Metlis & Lebow Corp., 
New York. 


» ABC Radio West, regional link of 
ABC Radio, appoints Albert Frank- 
Guenther Law Inc., Los Angeles, as its 
advertising agency. 


= Century 21 (Seattle World’s Fair) 
appoints The Mack Agency, Holly- 
wood, Calif. 


= New England Lumber Div., Diamond 
National Corp., appoints Gardner Adv., 
New York, as its agency. 


Business briefly... 


Plymouth Dealers Assn. of the Los 
Angeles Region is using radio and 
newspapers this month in its first major 
advertising effort for the 1962 Plymouth 
and Valiant cars. Campaign, placed by 
N. W. Ayer & Son, Hollywood, calls 
for nine radio stations to carry a total 
of 662 one-minute spots, each com- 
prising a 50-second transcription and 
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The start of one of tv’s newest ad- 
vertising success stories can be pin- 
pointed to midnight, July 26, on 
NBC-TV’s Jack Paar Show. The 
adroit tv introduction of Pacific 
Mills Domestics and its new contour 
sheet product led to a 41% increase 
of branded Pacific Mills merchandise 
within a two-month period, accord- 
ing to Everett Drake, the young, 
dynamic president of the giant tex- 
tile company, M. Lowenstein & 
Sons Inc., New York, parent com- 
pany of Pacific Mills Domestics. 

Results of the initial three-week 
campaign (July 26-Aug. 17) to intro- 
duce sheets with a “new and pat- 
ented Custom-Ex corner” exceeded 
all expectations of Pacific’s man- 
agement—a group of young men 
who at first were reluctant to risk a 
$4-5 million product investment on 
an untried medium, since previous 
tv advertising by competitors offered 
insufficient proof of __ television’s 
effectiveness. Their concern was 
understandable since the century-old 
company’s future rested to a large 
degree on the early acceptance of 
Custom-Ex, Mr. Drake and Wil- 
liam Smith, Pacific’s advertising di- 
rector, told BROADCASTING. 

It was Mogul, Williams & Saylor 
Inc., New York, Lowenstein’s agency 
since 1951 and Pacific’s agency since 
1960 that prevailed upon the skepti- 
cal management to try the Paar late- 

_ night show as a way to meet a basic 





problem of immediate consumer ac- 
ceptance. And it was the agency’s 
proposal, under the leadership of 
Sidney Matthew Weiss, execu- 
tive vice president, and Joseph 
Eglies, agency account executive, 
that the Custom-Ex corner sheet be 
promoted because of its unique at- 
tributes. For some years Pacific had 
been making the contour sheet for 
hospital use. It was fitted with 
tapes, a feature the agency recog- 
nized as not only one which “makes 
bed-making as easy as child’s play” 
(as the copy now suggests) but also 
offers the advantage of demonstra- 
tion in tv advertising. 

Sales Force Elated = The transi- 
tion to convert the line required a 
full year. But by last February, 
Pacific Mills was ready to indoctri- 
nate its sales force at a meeting in 
New York. After seeing a slide 
presentation and the first Custom-Ex 
film commercial, Mr. Drake said the 
“overwhelming enthusiasm of the 
salesmen, who are jaded to every 
sales gimmick in the book and more 
besides, convinced us we were on 
the right track.” 

In informing retailers of the selling 
qualities of Custom-Ex sheets and 
the approaching national advertising 
program, the salesmen last spring 
took projectors around to store buy- 
ers to show the tv commercial as 
well as a 12-minute segment from a 
Jack Paar Show featuring come- 


A tv success story at midnight: selling bed sheets 


dians Shelly Berman and Jack E. 
Leonard. This presentation also was 
shown continuously during the in- 
dustry’s June market week in New 
York. Another pre-campaign tech- 
nique to induce retailers to stock 
the line was a mailing of some 2,000 
“Here’s Jack” promotion packets 
which included both a brochure 
titled “I Kid You Not,” and Mr. 
Paar’s autobiography of the same 
title. 

Timed to coincide with August 
white sales in department stores, the 
initial tv schedule consisted of 10 
one-minute participations over a 64- 
station lineup on the late-night show. 
The commercials were seen by 
housewives just before going to bed, 
and the local store cut-ins told them 
where to buy the sheets the next 
morning. Heavy viewer response, 
Mr. Drake said, “made us decide to 
divert money from a planned print 
media campaign to do a two-week 
follow-up campaign on the Paar 
show in October.” 

Since tv has changed “our 
whole concept, our whole philosophy 
of doing business,” Mr. Drake said, 
“we have decided to return to the 
Jack Paar Show in January 1962.” 
He said that the introductory tv 
campaign cost approximately $100,- 
000, out of a total tv promotion and 
advertising expenditure in July of 
$180,000. The tv budget for 1962, 
he said, will be doubled, with 70% 





a 10-second live tag. 


Zenith Stereo Receivers has launched 
a pre-Christmas saturation fm cam- 
paign in southern California a new low- 
priced console model stereo set will be 
featured in the spot schedule which 
started Nov. 6 on 17 fm stations and 
will run through Dec. 20. Mulle, Breen 
& Waldie, Beverly Hills, is the agency 
for Sues, Young & Brown, Zenith dis- 
tributor. 


Scott Paper Co., Philadelphia, is using 
tv as its “basic medium” to advertise 
its new “Magic Oval” facial tissue pack- 
age that features a two-way dispensing 
system. Scott is placing its commercials 
primarily on network tv (nighttime 
shows include New Breed on ABC-TV, 
and Window on Main Street and Father 
Knows Best, both CBS-TV). 


Rep appointments... 


= WVUE (TV) New Orleans: Edward 
Petry & Co. 


= KUXL Golden Valley, Minn.: James 
D. Bowden. 


# KFIF Tucson, Ariz.: J. A. Lucas Co., 
San Francisco, as west coast represent- 
ative. 


= KTVE (TV) El Dorado, Ark.-Mon- 
roe, La.: Venard, Rintoul & McConnell 
Inc. 


Also in advertising... 


Lighting up = Videotape Productions 
of New York Inc., reports it has en- 
gaged Imero (Immie) Fiorentino as its 
lighting consultant and will utilize two 
devices invented by him to improve 
lighting in the production of tape com- 
mercials. The new devices are called 
Roto-Glo and Glamour-Ray and are 
utilized for the lighting of small reflec- 
tive objects. Charles Holden, Video- 
tape Productions’ director of produc- 
tion, claims the devices will enable the 
company to create via tape a number 


of effects presently 
through animation. 


New home leased = Geyer, Morey, 
Madden & Ballard Inc., New York, is to 
move next April to a new building at 
555 Madison Ave. The move will bring 
together the 275 staff members from 
595 Madison Ave. and 10 E. 40th St. 


Midwest office = U. S. Tele-Service 
Corp., New York monitoring and mer- 
chandising company has opened a Chi- 
cago office at 221 N. LaSalle St. to serv- 
ice the company’s customers from St. 
Louis to Cleveland. The office will be 
managed by Joe W. Edwards. 


Psychology firm formed = The forma- 
tion of The Queen Applied Psychology 
Co., 500 Fifth Ave., New York, has 
been announced by Dr. Harvey 
Queen. The company will specialize 
in the “application of psychological 
and other behavioral science tech- 


accomplished 


niques” to aid agencies and advertisers 
in market research studies. 
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of the total advertising budget going 
to tv. 

Viewers Flock to Stores = The de- 
cision to stick with the late-night 
vehicle followed a look at phenom- 
enal results at stores where sales of 
Pacific merchandise jumped from 
$20-30,000 annually to as much as 
$150,000 in three months. Septem- 
ber sales were the highest in the 
company’s history. Over 100 depart- 
ment stores were added to the com- 
pany’s lineup of retail outlets be- 
tween March and July 15, and an- 
other 26 stores, which were thought 
to have “great potential,” were re- 
vitalized into major outlets. Some 
stores, Mr. Drake said, were forced 
to add the line when customers came 
in day after day asking for the sheets 
advertised on The Jack Paar Show. 
He recalled that Pacific had tried 
for many years to get one particular 
midwest department store to carry 
its merchandise, but all efforts failed 
until last Aug. 15 when “finally the 
store gave in to customer demands 
for Custom-Ex.” 

The merchandising tie-in with Mr. 
Paar is being continued in a new 
sales presentation now being pre- 
pared for the 1962 campaign. An 
18-minute sales film produced in 
mid-October features announcer 
Hugh Downs, and a five-minute 
show segment in which he makes 
humorous asides about sheets to 
guest Eva Gabor just before a Pa- 
cific commercial. There is a scene 
from one show in which Mr. Drake 
is escorted by Mr. Downs from the 
audience to a guest chair. They talk 






Everett C. Drake (c), president of 
M. Lowenstein & Sons Inc., parent 
company of Pacific Mills, reviews a 
tv promotion brochure on the com- 
pany’s “Jack Paar Show” participa- 


about the success of the Pacific com- 
mercials and the company’s plans 
for next year. Still another segment 
covers a half-dozen store buyers dis- 
cussing results of the commercials 
at their respective stores. 
Department store buyers and man- 
agement executives will be invited 
to NBC stations around the country 






tion with William W. Smith (fore- 
ground), advertising director, and 
Sidney Matthew Weiss, executive 
vice president of Pacific’s ad agen- 
cy, Mogul, Williams & Saylor. 





for showings of the new film, which 
also will be made available to all the 
company’s salesmen. Salesman Paar 
will be an eye-catcher in the stores 
themselves. A five-minute segment 
of the film, including remarks 
between Miss Gabor and Mr. Paar, 
will be merchandized on_ store 
counters. 
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Petry seminar stresses 
advertising data needs 


The need for full marketing infor- 
mation from agencies in advance of ra- 
dio-tv spot campaigns was underscored 
as a major problem in agency-station- 
representative relationships during the 
fifth annual Petry Promotional Seminar 
in New York last Wednesday (Nov. 8). 

Promotion directors and general man- 
agers of Petry-represented stations said 
that the average agency fails to provide 
both the representative and the station 
with such marketing data as the ad- 
vertiser’s distribution problems, approx- 
imate volume of business, names of 
jobbers and of key regional reptesenta- 
tives. The result is that the advertising 
campaign cannot be supported by satis- 
factory merchandising and promotional 
efforts, station executives claimed. 

Petry officials promised they would 
attempt to establish a closer line of 
communications with agencies as part 
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of an effort to obtain pertinent market- 
ing data before campaigns begin. 

The meeting consisted of talks by 
Petry executives, case histories of cam- 
paigns, and open discussions on topics 
related to broadcast promotion, mer- 
chandising and research. 


RAB Christmas story 


Radio Advertising Bureau has released 
a new presentation stressing special 
values radio advertising offers retailers 
during the Christmas rush. The presen- 
tation, a red and green’ 12-page 
booklet, is titled Put Radio Advertising 
High on Your Christmas List. 

Together with the presentation, RAB 
issued a round-up of 25 Christmas 
merchandising ideas for retailers. 


JWT gives up glass account 


J. Walter Thompson Co., New York, 
is giving up the Owens-Illinois Glass 
Co. billing of about $1.5 million a 


year, following a dispute between the 
agency and the company over the lat- 
ter’s decision to transfer part of the 
account to Meldrum & Fewsmith Inc., 
Cleveland. J. Walter Thompson last 
week asked to be relieved of responsi- 
bility for the company’s glass and for- 
est product divisions after Owens-Illi- 
nois announced its intention of shifting 
portions of the account to Meldrum & 
Fewsmith. 


Revion switches $5 million 


Revion Inc., New York, last week 
confirmed that $5 million of its $7 mil- 
lion account at Warwick & Legler, New 
York, has been transferred to Norman, 
Craig & Kummel, New York (AT 
DEADLINE, Nov. 6). W&L will retain 
about $2 million of the account’s bill- 
ings. Approximately 60% of the billing 
is in the broadcast media. Grey Adv., 
New York, which has handled Revion’s 
cosmetic products, will retain this por- 
tion. 
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‘Farm Forum’ on 
KFRE-TV, Fresno 
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LEADERS ON CAMERA-—typical of the distinguished leadership Farm Director Wally Erickson 
attracts to KFRE-TV’s monthly “Farm Forum”. Left to right, Harry S. Baker, past president of the 
National Cotton Council; Melville E. Willson, regional vice president, California State Chamber of 
Commerce; Henry J. Andreas, chairman of the California Raisin Advisory Board and California repre- 
sentative to the National Agricultural Advisory Commission to the President; Lloyd Dowler, Dean of 
Agriculture, Fresno State College; and Erickson. Throughout California, agriculture and agribusiness 
both agree these prime time evening programs are the most popular, penetrating and influential broadcasts 
of their kind. 


Prime example of the programming through 
which creative talent and community leadership 
are continually building new vision into Tele- 


vision on stations represented by BL Al R 
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In America’s number one agricultural 
market, KFRE-TV consistently deliv- 
ers the area’s number one farm service 
. a continuing part of our creative 
programming designed to meet the gen- 
uine needs of the San Joaquin Valley. 
Wally Erickson’s monthly “Farm For- 
um” provides the area’s only prime time 
regular tv presentation of information 
and discussion of the problems of agri- 
business, the backbone of our regional 
economy. Response to the series from 
farm and business leaders is gratifying 
proof of KFRE-TV’s leadership in this 
and as well as all other aspects of com- 
munity service. On our bcoks, good 
deeds are also good business. 
Lesuiz H. PEarp, JR. 
General Manager, KFRE-TV 











Prime Time Devoted 
to Prime Area Needs 


Few stations could hope to command a 
mass audience with a prime time forum on 
agriculture. 


But KFRE-TV can—and does! 


Why? Reason One: agriculture brings much 
*sold’ to the Golden State—31 billion dol- 
Jars each year. And over half these billions 
e produced in the coverage area of 
KFRE-TV. 


' Reason Two: Wally Erickson. Through 
is years with KFRE-TV, Erickson has be- 
‘come an internation- 
al authority on U. S. 
‘Farming. As KFRE- 
farm director as 
well as director of 
farm programming 
Hon all Triangle Sta- 
ons, he holds almost 
ery honor the 4-H 
nd Future Farmers 
if America bestow; he is also past president 
the National Association of Radio and 
TV Farm Directors. In Fresno and through- 
t the San Joaquin Valley, no other local 
personality has such acceptance with the 
aders of agriculture as well as the thou- 
nds of farmers and ranchers producing 
California’s great farm wealth. Small won- 
ler KFRE-TV and Erickson’s daily broad- 
asts and his “Farm Forum” are so pop- 
ilar and influential — invaluable services 
om KFRE-TV to America’s #1 agricul- 
al market. 


| To Blair-TV, creative public-affairs pro- 


ramming by great stations like KFRE-TV 
§ a constant source of inspiration. We are 

oud to serve more than a score of such 
ations in national sales. 


BLAIR- 


Televisions’ s first exclusive 
national representative, serving: 


W-TEN —Albany-Schenectady-Troy 
WFBG-TV — Altoona-Johnstown 
WNBF-TV — Binghamton 
WHDH-TV— Boston 

WCPO-TV — Cincinnati 

WEWS — Cleveland 

WBNS-TV — Columbus 

KTVT —Dallas-Ft. Worth 
KOA-TV — Denver 

KFRE-TV —Fresno 

WNHC-TV — Hartford-New Haven 
WJIM-TV —Lansing 

KTTV—Los Angeles 

WMCT — Memphis 

WDSU-TV — New Orleans 
WOW-TV — Omaha 

WFIL-TV — Philadelphia 

WIIC —Pittsburgh 

KGW-TV — Portland 

WPRO-TV — Providence 
KING-TV — Seattle-Tacoma 
KTVI—St. Louis 

WELA-TV — Tampa-St. Petersburg 
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CBS PRODUCTION CENTER 


Network to spend $14.5 million to consolidate 


news, radio, tv operations 


CBS-TV announced last week that a 
total of $14.5 million will be spent in 
the next two years on a new production 
hub in New York. Tv and radio pro- 
duction facilities will be consolidated 
in the modern production center. 

The new CBS Center (between West 
56th and 57th Streets near 11th Ave- 
nue) will be completed by January 
1964, according to plans announced by 
Dr. Frank Stanton, CBS Inc. president. 

Word of the CBS move last January 
was seen in many quarters as a positive 
sign that a New York-to-Hollywood 
trend (especially in network television 
production) could be stemmed, if not 
reversed (BROADCASTING, Jan. 9). 

The new center will house studios 
and related facilities of CBS-TV, CBS 
Radio, CBS News and WCBS-TV, the 
network’s tv station in New York. 
Other, “early” CBS studios and prop- 
erties at 14 locations scattered about 
Manhattan will be relinquished as the 
new studios become available. 

Modern Design = Dr. Stanton said 
the new facility will be “the most mod- 
ern and the most efficient production 
facility in the world,” and one that 
would make full use of technological 
advances as well as CBS’s experience 
gained in nine years of operating its 
Television City in Los Angeles. (Charles 
Luckman, who figured in the design of 
the CBS west coast tv facility, is the 
architect engaged on the New York 
building. ) 





Kentucky alert 


Fully 87 members of the Ken- 
tucky Broadcasters Assn. and sev- 
eral non-members joined in a vol- 
untary and simultaneous radio 
campaign to alert the public to the 
needs of civil defense. 

Although the effect was that 
of a state-wide hookup, no net- 
work was actually used. Air raid 
sirens were sounded and patriotic 
music was broadcast all over the 
state. 

KBA made the plan after an 
experimental test conducted by 
WSAC Ft. Knox last September. 
According to Byron Cowan, man- 
ager of WSAC and project chair- 
man of KBA, over 800 persons 
called the station after the Septem- 
ber test. 











under one modern roof 


Dr. Stanton said the center will give 
producers and directors “greater artistic 
scope” as well as technical and eco- 
nomic “advantages.” When completed, 
it will provide more than a half-million 
square feet of floor space for radio-tv. 

CBS News’ top management and its 
headquarters for domestic and foreign 
operations will be located there. Also 
housed: New York newsrooms, studios 
and supporting operations. Electronic 
production advances in news and public 
affairs programming will be installed. 

The facility will contain six tv and 
five radio studios, extensive technical- 
engineering facilities for all phases of 
radio-tv operations, film libraries, scen- 
ery storage, rehearsal halls and admin- 
istrative offices. Each floor of the pro- 
duction area will cover more than 100,- 
000 square feet. The tv studios will be 
on the third floor, the largest of them 
containing 7,300 square feet for pro- 
duction (others will vary from 2,400 
to 5,000 square feet). 

The production center is not related 
to still another project that involves 
plans for a new CBS headquarters 
building on the east side of the Avenue 
of the Americas (Sixth Avenue) be- 
tween 52nd and 53rd Streets, scheduled 
for occupancy in 1964. 


Smith to act as host 
for educational series 


Howard K. Smith, whose association 
with CBS News was broken in a dispute 
over news policy (BROADCASTING, Nov. 
6), has taken on his first new assign- 
ment. 


The National Educational Tv & Ra- 
dio Center announced Thursday (Nov. 
9) that the former chief correspondent 
and general manager of the CBS News 
Washington bureau, will be host of the 
eight half-hour programs in a new 
series titled Great Decisions—1962. It 
will be seen on NETRC’s 58 non-com- 
mercial stations starting in February 
1962. 


The video-taped series will deal with 
events taking place in Vietnam, Red 
China, Brazil, Nigeria, Iran, Berlin, the 
United Nations, and a report on new 
directions in U. S. foreign policy. The 
series is being produced for NETRC 
by Filmex Inc., in cooperation with the 
Foreign Policy Assn. Donald Hillman 
is executive producer; Marshall Stone 
is producer. 
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Broadcast promotion as agencies see it 
400 BPA MEMBERS HEAR AGENCY PLEAS FOR MORE SIGNIFICANT DATA 


A group of Madison Avenue’s media 
decision makers last week talked broad- 
cast promotion with more than 400 ex- 
perts in the field. The men who listened 
were attending the annual Broadcasters’ 
Promotion Assn. Nov. 6-8 seminar in 
New York. 

BPA members themselves talked 
about promotion beginning at home, 
and emphasized that theme by present- 
ing the first On-The-Air Promotion 
Awards (see page 52). 

The advice from timebuyers was 
simple and direct. Wanted: meaningful 
information whether presented in terms 
of “promotion,” or “ratings,” or in “au- 
dience” of a station or market in which 
it operates. 

In the meantime, both radio and tele- 
vision as media with distinctive images 
were discussed at panels. James C. 
Hagerty, ABC’s vice president in charge 
of news, in a keynote address urged 
BPA—as representative of the U. S. 
broadcasting industry—to get the story 
(and image) of the free world across 
to the people (see story, this page). 

In a business session at which Don- 
ald Curran, director of advertising and 
promotion for ABC owned and oper- 
ated stations (New York), was elected 
as BPA’s new president (see story page 
86), members designated sites for the 
next two seminars: Dallas in 1962 and 


San Francisco in 1963. 

A total of 15 panel sessions were 
held at the Waldorf Astoria. The re- 
port on these sessions: 

Trade Paper Advertising = Two 
agency executives presented suggestions 
for making trade advertising more effec- 
tive and a third drew fire by suggesting 
that stations concentrate more on their 
own communities to improve ratings. 

The importance of ratings was 
stressed by Robert Liddel, associate 
media director of Compton Adv. He 
said an agency, in evaluating a station, 
is interested in two things: “Homes 
reached—and homes reached.” If a 
station builds up substantial ratings and 
fits in with the marketing strategy of 
a client, he said, an agency will buy 
that station. 

Mr. Liddel later modified his refer- 
ences, but said, “J still think the best 
trade books to buy are those put out by 
ARB, Nielsen and The Pulse.” He 
didn’t mean, he said, that a station 
“shouldn’t use any trade advertising,” 
but that more, or part, of the budget 
should be used locally. 

Robert Kowalski, media supervisor 
of Young & Rubicam, challenged Mr. 
Liddel, emphasizing that ratings do not 
provide the “qualitative” values of a 
station. He urged that trade-paper ad- 
vertisements be written to communi- 


cate the “qualitative” dimensions of a 
station, including profiles of the audi- 
ence as to age, sex, income and the 
type of programming it highlights. 

Roger C. Bumstead, media director, 
eastern division, MacManus, John & 
Adams, suggested two ways to improve 
station advertising: (1) a regular ad- 
vertising program in trade publications, 
calling attention each month to a spe- 
cific subject—programming, merchan- 
dising, public service, success stories. 
(2) Possible pooling of budgets by sta- 
tions in a market to present a “market 
story” in publications reid by business- 
men. ; 

Contests = Successful on-air radio and 
tv contests were analyzed by a panel of 
promotion managers moderated by Ar- 
nold Katinsky of WIP Philadelphia. 
Participants were Caley Augustine, 
WIIC-TV Pittsburgh; Jo Wilson, WWDC 
Washington, and Donn Winther, WBZ 
Boston. Among their recommendations 
for the one-time-only type of contest: 
that on-air promotions be entertaining 
to both the listener who is not interested 
in entering the contest and the listener 
who does enter. 

On-Air Radio Promos = Radio pro- 
motion men were told that on-the-air 
promotion should add to or complement 
a station’s programming at a panel ses- 
sion titled “You Are Your Own Best 








Hagerty offers a frank appraisal 


Television and radio must take the 
news lead in this country in present- 
ing the free world’s position. 

Or, as James C. Hagerty, ABC’s 
vice president in charge of news, 
placed it on the line: “Are we getting 
through to the American people as 
we should—as we are capable of 
doing—as we are trying to do? 

Mr. Hagerty was the keynoter at 
the annual Broadcasters’ Promotion 
Assn. Seminar in New York last week 
(see story, this page). He spoke at a 
luncheon held jointly with the Radio 
& Television Executives Society. 


The former White House news 
secretary admitted openly that tv-net- 
work public-affairs programming fails 
to make a serious dent into audience 
interest in entertainment shows. He 
said they run “a bad second or even 
third to cops and robbers, situation 
comedies or musicals.” But, he said, 
this was true of all other news media, 
including newspapers in which com- 
ics, sports and society features out- 





draw the front page in reader inter- 
est. 

A rebuttal to talk of “wastelands 
and poor programming,” Mr. Hager- 


ty asserted is the true national nature 
of the broadcast news media. This, 
he said, was not true of newspapers 
which “are not national in scope, 
although a few are beginning to be. 
Radio and television networks,” he 
said, “are national, both in scope and 
in operation.” 

Mr. Hagerty emphasized that a 
newspaper’s or magazine’s circula- 
tion is small when compared to that 
of radio and tv news presentations 
“that enter many millions of homes 
each day throughout our land.” He 
commended the U. S. broadcast 
newsman and warned the difficulty of 
smaller-than-entertainment show aud- 
iences “is not with our news and in- 
formation programs—they’re good,” 
but “with the listeners and viewers on 
both radio and television.” Ratings 
show a decided dropoff of interest 
whenever news or public affairs pro- 
gramming is aired. 

He urged BPA and RTES mem- 
bers to “plug” public-affairs shows 
and news programming “as you plug 
entertainment programs.” 
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Main Studio at WDBJ-TV. New building is one of the 
largest and most modern in the South. Finest technical 
equipment — 316,000 watts e. r. p. — CBS affiliate. 


WDBJ-TV BRINGS YOU THE NEWS 
ABOUT UBEROUS WESTERN VIRGINIA! 


The fruitful, fast-growing Western Virginia 





market keeps making news with its accelerated 
business and industrial expansion. Win and hold 
this market with WDBJ-TV, Roanoke, now reaching 
over 400,000 TV homes of Virginia, N. Carolina, 
W. Virginia in counties with nearly 2,000,000 
population. For thorough coverage and complete 
merchandising assistance, you're right to use 
Roanoke and WDBJ-TV. 


New Shopping Centers ... three of ‘em 

. - will open in Roanoke this year. New busi- Ask Your PGW Colonel For Current Availabilities 
ness and industry in the area creates added 
prosperity. 


DBJ-TV 





New Industrial Activity as the Norfolk & 
Western Railway authorized construction of 
another 1,000 85-ton coal cars in its Roanoke 


shops. 
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Salesman.” Panelists wefe Ruth Just, 
promotion director, WIL St. Louis; 
Robert V. Whitney, executive vice pres- 
‘ident, Mars Broadcasting Inc., Stam- 
ford, Conn.,-and Mike Ruppe, KYW 
Cleveland, moderator. 

Mr. Whitney said the continued exist- 
ence of radio as a mass selling medium 
is threatened by improper and unimagi- 
native production. He called for a re- 
turn to the production “magic” that 
made radio great. 

Mrs. Just called for enthusiasm in 
everything a station does in the way of 
programming as well as promotion. 
This, she said, will create enthusiasm 
for the station by its audience. 

= “Who's on First?,” session 
on the promotional use of ratings, 
prompted panelist Julie Brown, media 
director of Compton Adv., to remark 
that “it would appear everyone is on 
first.” She referred to trade ads and 
promotional matter which stress station 
superiority in a particular market or 
audience area. 

Dismissing the importance of such 
claims, Miss Brown charged: “The top 
{rated] stations are not necessarily the 
best buy.” 

Frank Gromer of Foote, Cone & 
Belding Inc. also challenged the em- 
phasis placed on ratings. He said: “The 
net result of this universal desire to be 
first has obscured a number of other 
very important considerations.” Most 
agencies have a preferred rating service, 
and he said, “We would be lost without 
rating data.” But data alone is insuffi- 
cient without special analyses. 

Robert Boulware, media director of 
Fletcher Richards, Calkins and Holden, 
thought ratings have a place in trade 
ads, for example, as a way to produce 
a desirable climate for the station. But 
he thought the promotion manager also 
should substantiate the ratings with spe- 
cific facts. 

Consumer Publicity = Covering the 
area of consumer publicity, the radio-tv 
critics of three daily newspapers offered 





“Tell us about your maihandicing activity,” ‘urged this 
panel of media buyers at a BPA session on Wednesday. 
Participating in the session called “Merchandising—Ogre 
or Opportunity,” with Arthur Garland (at microphone) of 
WGY Schenectady, N. Y., as moderator, were (I to r): Bill 
Raidt, D’Arcy Adv.; Helen Davis, J. Walter Thompson, and 


Bern Kanner, Benton & Bowles. 
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suggestions for competing successfully 
in the “Race forSpace.” Larry Laurent 
of the Washington Post, Richard K. 
Doan of the New York Herald Tribune 
and Sid Benjamin of the Scranton 
(Pa.). Times cited ways promotion man- 
agers can improve their chances of get- 
ting a story in print. 

Mr. Laurent complained about the 
publicity person who, introducing the 
visiting personality, continues to do 
all the talking. 

Mr. Doan said he’d like to receive 
pictures of higher quality than he gen- 
erally gets. He thought the “worst of- 
fense” is in telephoning all the details 
of a story already written and on the 
way to the editor. 

Mr. Benjamin said he takes five ma- 
jor points into consideration: localiza- 
tion, easy handling, timing, exclusivity 
and economy. 

Merchandising = Agency panelists dis- 
cussing “Merchandising—Ogre or Op- 
portunity” agreed that since timebuyers 
buy “audience” a station’s merchandis- 
ing program is an “added plus,” and 
that it’s the station’s responsibility to 
report what was done as well as the re- 
sults to the agency, which in turn will 
report to the client. 

Bill Raidt, D’Arcy Adv., advised the 
promotion managers to (1) make their 
merchandising services known to the 
agency; (2) work closely with the agen- 
cy and the advertiser’s sales representa- 
tive in their area, and (3) report 
promptly. 

Bern Kanner, Benton & Bowles, sug- 
gested that when reporting to the agen- 
cy the promotion manager should send 
a summary statement of the overall ef- 
fort instead of sending reports while 
the campaign is in progress. Helen 
Davis, J. Walter Thompson, felt a mer- 
chandising program is basically a media 
responsibility. 

Trade Press = Editors of 10 publica- 
tions which serve the broadcast adver- 





tising business answered questions from 
delegates on editorial requirements, 
deadlines and circulation strengths in a 
Tuesday morning panel. 

Of chief interest were subjective 
viewpoints on how editors view news re- 
leases submitted, as well as suggestions 
to station promotion directors that they 
consider the individuality and needs of 
each publication. 

Publications with regional offices pre- 
fer that stations distant from major 
headquarters located in either Wash- 
ington or New York deal with corre- 
spondents in the bureaus serving the 
area, the editors agreed. 

On-Air Tv Promos # A television sta- 
tion is its own best promotion medium, 
but its possibilities in this respect are 
too often overlooked or under-played, 
panelists stressed at a session on tele- 
vision on-air promotion. 

About 10% of the promotion man- 
agers at the session indicated they have 
“budgets” for on-air promotion, as 
against 70% to 80% with newspaper 
budgets. 

The panelists were Bud Vaden, WJZ- 
TV Baltimore; Jack Dorr, WBNS-TV 
Columbus, Ohio, and John Dillon, 
WBTV (TV) Charlotte, N. C. 

Mr. Vaden admonished promotion 
people to “be as fussy about an on-air 
promotion spot as you are about a print 
ad.” Mr. Dorr suggested that promo- 
tion men “become your station’s most 
demanding client.” 

He said WBNS-TV, a CBS-TV affil- 
iate, had found the network was invari- 
ably three to six seconds late in start- 
ing its programs. The station uses this 
tardiness to display promotional slides. 

Mr. Dillon said that contests and 
other special promotions can be great, 
but they should not be permitted to in- 
terfere with solid on-air promotion of 
programs on a regular basis. 

In the discussion period Mr. Dillon 
reported that NAB had advised his sta- 
tion that the use of a promotional spot 
plus two commercial announcements 





Roger Bumstead (at microphone), MacManus, John & 
Adams, suggests a trade-publication campaign on one 
specific subject each month as a way of improving trade 
advertising. Others who spoke on trade-paper advertising 
and promotion were (I) Robert Liddel, Compton Adv., and 
Robert Kowalski (extreme right), Young & Rubicam. Chick 


Kelly of Storer Broadcasting Corp. was moderator. 
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in station breaks does not constitute 
triple-spotting. Others noted, however, 
that a number of agencies tend to chal- 
lenge this interpretation of the Tv Code. 

Station Image = The convention’s 
opening panel session explored the 
effect of station image. Don 
ABC Radio was moderator. 
The panelists were Theodore Grune- 
wald, Hicks & Greist; Ben Holmes, Ed- 
ward Petry Co., and Frank Kemp, 


it 


“Why an image in the first place?” 
asked Mr. Grunewald. He sees no real 


in my opinion.” Instead of individual 
station promotions, he said, sometimes 
it’s better to join with other stations in 
getting dollars into the market first. 
Then the station will get a share that 
otherwise wouldn’t exist. 

Station images affect buyers to some 
extent, according to Mr. Kemp, but 
“a lot of promotion dollars are wasted.” 
He. thinks station reps can contribute 
information for the station, and station 
promotions should be directed more 
often to the community and advertiser 
areas. 

In a similar vein, Mr. Holmes said 
promotions may make “a silk purse out 
ef a sow’s ear,” but this kind of suc- 
cess will not be permanent. “A sta- 
tion’s image starts at the top.” Promo- 
tion managers should give all the help 
they can to the sales manager, who 
may come to New York City only four 
or five times a year. But, he concluded, 
if the sales manager’s personal image 
is bad “no promotion manager can help 
him.” . . 

Promoting Sales = In a study of sales 
promotion material, Gene Muriaty of 
WTIC Hartford, Conn., was moderator 
for panelists Janet Murphy, Gumbin- 
ner Adv.; Alan Silverman, Norman, 
Craig & Kummel, and Philip Stumbo, 
McCann-Erickson—all in agency media 
department positions. 

Mrs. Murphy emphasized that her 
department wants to know about the 
“market peculiarities” of a station, such 
as Variations in working habits, the time 
it takes to travel to and from work, spe- 
cial-interest and ethnic groups, shopping 
habits, geographical characteristics, and 
so forth. 

Mr. Silverman defined sales promo- 
tion as the practice of “preconditioning 
the advertiser or timebuyer to be more 
receptive to the station or station man- 
ager.” He said detailed information 
from the salesman should come only 
when he does a selling job for a pend- 
ing campaign. “Preconditioning” sales 
are ghee the salesman “just wants 

See agra get acquainted,” or 

to say “thank you” for 

oa io his station. 
pegsonk percentage of the pres- 
entations ‘Tve seen had the fundamental 


E 


if 





Louis J. Hausman, director of the 
Television Information Office, holds 


up a booklet, “Television and the 
Teaching of English,” prepared by 
TIO as part of its efforts to accentuate 
television’s contribution to the com- 
munity. 


facts,” Mr. Stumbo charged. He said 
a salesman should “stockpile” informa- 
tion, which will give him confidence 
leading to sales. Mr. Stumbo said pic- 
tures of antennas, studio shots, etc., are 
irrelevant. “We want to know all about 
the station’s acceptance in the market, 
its schedule, affiliation, unique market 
factors, population facts, retail sales 
within the station’s primary coverage 
area, audience profiles, merchandising 
activities, success stories, availabilities, 
rate cards and the station’s program- 
ming policy.” 

Tv’s Critics = Criticism of television 
means that the medium is important, 
Louis Hausman, director of the Tele- 
vision Information Office, told a panel 
on Monday. He added that this criti- 
cism, however, must be met with infor- 
mation on the significant programs tele- 
vision is scheduling and with facts that 
can dispel misconceptions about tv. A 
Television Information Office slide pres- 
entation was shown. 

Market Data = An agency panel for 
medium-to-large markets told a session 
on Monday afternoon that stations 
should standardize marketing data so 
that information on one market can be 
compared to that of a similar-sized 
market. The panel thought (1) the 
BPA should form a committee to estab- 
lish uniform marketing data in consulta- 
tion with a group of representative ad- 
vertising agencies and (2) stations in 
an individual market should develop an 
annual analysis of their market, rather 
than piecemeal presentations. - The 
panelists were William Chisman, Len- 
nen & Newell; Jackie DeCosta, Ted 
Bates & Co., and Robert Widholm, 
Doherty, Clifford, Steers & Shenfield. 

At a market data panel for small-to- 
medium markets, Ray Stone of Maxon 





played an exaggerated account on tape 
of a baseball broadcast, with the an- 
nouncer reporting so many irrelevant 
facts and statistics that he ignored the 
game being played. It served to clarify 
his point that “enthusiasm and extran- 
eous facts may make funny broadcasts 
but they do not make good promo- 
tions.” 

Richard Dunn, of Sullivan, Stauffer, 
Colwell & Bayles, who discussed the 
most important market data needed by 
agencies, concluded: “There is no agree- 
ment on a single measure of market 
strength . . . the solution is the selec- 
tion of items that can be equated as a 
single unit of measure. What to use, 
therefore, becomes a matter of good, 
sound, economic judgment and some 
skill in convincing others as to the 
merits or validity of those selected,” he 
said. 

The third panelist, George Johanna- 
sen of Russell Research, offered sug- 
gestions for sending information to the 


right persons. Dorothy Mugford, 
WNEP-TV Scranton, Pa., served as 
moderator. 


The Budget = A session on promotion- 
advertising budgets brought agreement 
from the three panelists that the chief 
financial executive of the station—the 
controller, treasurer or business man- 
ager—should be cultivated by the pro- 
motion-advertising director so that ex- 
penditures of an unclassified nature are 
not charged regularly to the promotion 
budgets. 

James Evans, WIAR-TV Norfolk, 
described a joint advertising-promotion 
project underwritten by three tv stations 
in the Tidewater area to sell the market 
to national and regional advertisers. 
Funds for the budget were provided 
equally by WITAR-TV, WAVY-TV and 
WVEC-TYV, he said. Responsibility for 
overseeing the expenditures of the ad- 
vertising agency was given to one per- 
son. He reported that no direct increase 
in advertising on the stations has de- 
veloped, to his knowledge, but the co- 
operating stations believe that this co- 
operative effort will “pay off” shortly. 

Kent Stuart, KMBC-AM-TV Kansas 
City, estimated about 4% of the sta- 
tions’ annual gross sales is spent on 
advertising-promotion. He said Metro- 
politan Broadcasting recently assumed 
ownership of the stations and has in- 
stituted a policy of budget control in 
contrast with the previous management. 

Robert Draughon, KTUL-TV Tulsa 
and KATV (TV) Little Rock, said 
budgets at his stations are divided into 
three categories—newspaper advertis- 
ing, all other space and time, and mis- 
cellaneous, including promotion, photo- 
graphs, engravings, etc. For account- 


ing purposes, he added, his department 
is charged with a set monthly figure, 
though there are months when expendi- 
tures exceed this amount. 
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GILT COMPLEX 


A media buyer endeared himself to Client X because a spot schedule 
he bought upped sales markedly in the Washington area.* This so 
pleased the boss that he came through with a bonus. Bursting with 
enthusiasm for Washington, D.C., the buyer rushed out and bought 
two gold-plated replicas of the city’s best-known landmark. 


The media buyer’s wife decided replicas of the Washington monument 
looked slightly ostentatious in the front yard. Our friend sold them 
for $600 each, making a 20% profit on one, suffering a 20% loss on 
the other. 


Did he sustain a profit or loss on the whole transaction, and how 
much? 


Send in the right answer and win the Washington monument. 


Puzzle adapted from Dudeney’s ‘Amusements in Mathematics,” 
Reprinted courtesy Dover Publications, Inc., N.Y. 14, N.Y. 


* Like many alert media buyers who know their ABC’s and ARB’s, he bought 
WMAL-TV exclusively. 


wmal-tv 


Washington, D. C. 


An Evening Star Broadcasting Company Station, represented by H-R Television, Inc. 





Affiliated with WMAL and WMAL-FM, Washington, D. C.; WSVA-TV and WSVA, Harrisonburg, Va. 
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No need for RIO, 
promoters told 


Does radio have a “tarnished image?” 
Does the medium need a “Radio Infor- 
mation Office” to improve its public 
relations? The consensus of a Broad- 
casters Promotion Assn. convention pan- 
el on this subject was that an RIO, simi- 
lar to television’s Television Informa- 
tion Office is not only unnecessary, but 
couldn’t do a total job for the whole 
medium if it did exist. 

Participating in the discussion were 
Bob Cheyne, sales promotion director, 
WHODH Boston (panel moderator); Jay 

assistant to the general man- 
ager, WDAF Kansas City, Mo.; John 
Sullivan, vice president and general 
manager, WNEW New York, and John 
Gilbert, vice president and general man- 
ager, WXYZ Detroit. 

Mr. Barrington said radio is too di- 
versified a medium for one organization 
to solve its problems. Rather, he said, 
it is the job of each individual station 
to improve the complete medium’s im- 
age through better programs, ethical 
sales techniques and intensive promo- 
tion. 

“We in radio have done a stinking 
job,” Mr. Gilbert said. “Basically, we’re 
salesmen, but we’re the greatest bunch 


_ of negative salesmen,” he continued, 


stressing that most radio stations sell 
time at the expense of competing radio 
stations rather than competing media. 
Mr. Gilbert favored a central informa- 
tion office for radio, but thought it 
should be made a function of an exist- 
ing organization, such as NAB or RAB. 
But, he said, such an office should repre- 
sent all segments of radio. 


Mr. Sullivan said, “We surely need” 


a better image. The goal can be achi- 
eved by first making programs better 
and then making the public know about 


the improvement. He said, “I'd rather 
have someone tell me ‘I have listened 
to you and you stink’ instead of ‘radio, 
what’s that?’ . . . I’d rather be connected 
with a great station that is one among 
many good stations, thar: be with a great 
station because there are so few good 
ones.” 


BPA makes first awards 
for on-air promotion 


The first annual Broadcasters’ Promo- 
tion Assn. awards for on-the-air promo- 
tion excellence were presented in New 
York last week. In presenting the 
awards at a luncheon Nov. 7, John F. 
Hurlbut, outgoing president of BPA, 
noted that a three-year study by BPA 
and the conviction that broadcasters 
have not given their own media the 
attention that advertisers do led BPA 
to establish the citations. 


There were 16 awards to tv stations, 
and 13 in radio (including one to a tv 
station for prémotion on radio). A 
total of 399 entries from more than 
100 stations were received. 


Awards of merit (inscribed paper 
weights) and honorable mention cita- 
tions (wall plaques) were presented in 
the following categories for both radio 
and tv: station image, special events 
and programs, and personalities and 
programs. The awards: 


TELEVISION 


Station Image g Award of merit: KTRK- 

TV and KHOU-TV, both in Houston. Hon- 
orable mention: WJRT(TV) Flint, Mich.; 
WSM-TV ashville; KCMO-TV Kansas 
H WBNS-TV 


Special Events and Programs gs Award of 
merit: WFGA-TV Jacksonville, Fla.; KREM- 





The case for television cameras 
in the courtroom was presented by 
Jack Harris, vice president and gen- 
eral manager of KPRC-TV Houston, 
last week before the National Assn. 
of Municipal Judges annual conven- 
tion Nov. 5. 

Mr. Harris was accompanied by 
Ray Miller, the 
station’s news 
director, who 
showed with 
a 12-minute 
film how. 
K P R C-TV 
films proceed- 
ings of the 
Houston 





Harris shows judges how tv covered trial 





Included were scenes from a mur- 
der trial filmed with sound cameras 
out of sight. The cameras were 
placed strategically before the trial 
and left in place throughout. No 
floodlights were used, just stronger 
lights replacing the regular court- 
room lights. The audio was tapped 
from the courtroom sound system. 

Mr. Harris, in his address to the 
200 judges, said television’s greatest 
challenge today is to remain free 
from government control of program- 
ming. 

Canon 35 of the American Bar 
Assn.’s statement of ethics says pho- 
tography and broadcasting in courts 
tend to distract witnesses and degrade 
the court and should not be per- 
mitted. 














Poll persuasion : 

WWLP (TV) Springfield, 
Mass., claimed victory over its 
newspaper rivals in the election 
of Charles V. Ryan as mayor over 
the newspaper-supported incum- 
bent, Thomas J. O’Connor. The 
station said Mr. Ryan used no 
newspaper advertising in his cam- 
paign, relying instead on tv, while 
Mr. O’Connor had the endorse- 
ment and support of local papers. 
WWLP did not specifically en- 
dorse Mr. Ryan, but carried edi- 
torials to answer statements ap- 
pearing in the three local news- 
papers during the campaign. 
Equal time was provided in each 
case for Mr. O’Connor to reply, 
according to WWLP. 











TV Spokane. Honorable mention: WCKT 
Miami 


) a 
Personalities and Programs g Award of 
merit: KTVU(TV) Oakland (two awards), 
- San Diego. Honorable mention: 
WJBK-TV Detroit, -TV Cleveland. 


RADIO 
Station Image gs Award of merit: WANE 
Ft. Wayne; KBOX Dallas..Honorable men- 
tion: Verdun, Que; WJBK Detroit; 
WHAS Louisville, 


Special Events and Programs: Award of 


merit: KSFO San Francisco; WLWI(TV) 
Indianapolis. Honorable mention: WLS 
Chicago; WHAS Louisville. 

Personalities and Programs: Award of 
merit: KCBS San Francisco; KNX Holly- 
wood. Honorable mention: WJAS Pitts- 
burgh; KRLD Dallas. 


New fm-only network 


FM Broadcasting System, Chicago, 
announced it has arranged a network of 
35 fm stations in 26 markets which 
advertisers may buy with single con- 
tracts, at savings over individual station 
purchases. 

FM Broadcasting System is a wholly- 
owned subsidiary of Keystone Broad- 
casting System. John Hartigan is na- 
tional sales manager. He said contracts 
have been signed by 32 fm stations and 
three outlets have made oral commit- 
ments. One-time one-minute rate is 
$3,800. FMBS is at 111 W. Washing- 
ton St., Chicago 2, Il. 


Helping hands to KHAR 


KHAR Anchorage, Alaska, which 
was virtually destroyed by a fire Oct. 
27, last week returned to the air— 
with rival KENI, that city, and RCA 
furnishing helping hands. 

The RCA factory in Camden, N.J., 
sent two tons of transmitting equip- 
ment to the stricken station, “faster 
service than we usually receive on our 
normal mail deliveries up here,” ac- 
cording to Willis R. Harpel, owner of 
KHAR. Rival KENI loaned KHAR a 
portable studio, enabling it to return 
to the air sooner than planned. KHAR 
is a 5 kw fulltime station operating on 
590 ke. . 

Damage amounted to $15,000. . 
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Because transmitters get fussed over only when they break down, and Collins 
transmitters have a proven record of less down time than any others. gm The 


Collins 20 1,000/500/250-watt AM Transmitter incorporates the time- 
proven circuitry of the 20V-2, with which you may be better acquainted. And, 
like all Collins transmitters, it’s completely tested on your frequency before 
delivery. @ Write us today for complete information. 
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NORTH CAROLINIANS PLAN PAID STAFF 


Broadcasters hear sharp comments on tv rate confusion 


A paid executive secretary for the 
North Carolina Assn. of Broadcasters 
in the. very near future was made a 
probability last week. 

At their annual fall meeting the 
North Carolina group voted overwhelm- 
ingly in favor of authorizing the board 
to proceed with a plan which contem- 
plates a contract with a public relations 
firm, one of whose executives would 
become executive secretary of NCAB. 
The firm would take over the mechani- 
cal operation of the association itself, 
making insurance collections, handling 
personnel referrals and setting up the 
details of the two annual mectings. 

The executive secretary would active- 
ly campaign to improve broadcasting’s 
image in the area, would organize sales 
clinics and generally promote plans to 
make the group more effective as a unit, 
according to Floyd Fletcher, WIT'VD 
Durham, retiring president of NCAB 
(for new officers see page 85). 

The plan will be made possible by 
increasing the NCAB annual budget 
to $15,000 with radio station assess- 
ments running from $100 to $500 and 
television stations to $750. The associ- 
ation has 125 members. 

Trade press reports that some agen- 


cies had little interest in radio as a na- 
tional spot medium (BROADCASTING, 
Oct. 30, 1961) were referred to by an 
agency executive who charged that sta- 
tions themselves were often responsible. 

Pointing out that radio has been 
around a long time, Montague L. Boyd 
Jr., vice president in charge of the At- 
lanta office of D’Arcy Advertising, sug- 
gested that while there have been many 
changes, including those made necessary 
by the arrival of television, most of 
these changes have made the medium 
better than ever. But stations, he 
charged, have failed in some measure to 
carry this message to the agencies. In 
many cases agencies find it difficult to 
do business with radio stations. 

“Many stations don’t have any real 
policy regarding local and national tele- 
vision rates,” Mr. Boyd said. An agen- 
cy like D’Arcy will buy time in any of 
the ways that a station will sell it— 
through representatives, direct or locally 
through a dealer. The difference be- 
tween national and local rates varies 
widely from market to market, he 
pointed out. While the average shows 
the national is about twice the local 
rate, sometimes it is 10 or 12 times as 
much. How this rate is determined is 





only serious 
buyers will learn 
your identity 


We do not send out lists. Every sale is handled on 

an individual basis. You are revealed only to serious, 
financially responsible buyers. You avoid the risks of 
selling without our deep knowledge of markets 

. . . and are further protected by our 


reputation for reliability! 
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a question to which every agency man 
would like an answer. 

“Decide what you want for your 
time and stick to it,” the agency execu- 
tive advised. 

“Phonies who will put a new cynical 
or shocking twist in a routine plot, 
sprinkle it with profanity, inject a ju- 
dicious amount of pornographic titila- 
tion and hail it as a masterpiece of 
mature programming” were put on 
notice by the industry’s chief code ‘ad- 
ministrator. 

Robert D. Swezey, director of the 
Code Authority of the National Asso- 
ciation of Broadcasters, pointed out that 
while there will always be phonies, of 
which the broadcaster must beware, 
“this is a field in which some few things 
will be beautifully done and credit will 
be achieved for the industry.” Sexy 
box office “smasharoos,” being produced 
by the motion picture industry for 
movie theaters, were singled out as a 
problem in the making for television 
stations. “The motion pictures seem 
to me to have given up virtually all 
pretense of self-restraint without occa- 
sioning any noticeable public resent- 
ment and censure. . . . The morals and 
mores of motion picture production 
have real interest for broadcasting. Not 
only are radio and tv carrying consid- 
erable motion picture advertising, but 
it is assumed that, before long, we will 
be offered some of these box-office 
smasharoos for television exhibition.” 

Pointing out that the increasing in- 
terest in programming of late has 
brought “charges and counter charges 
of censorship by the commission,” 
Commissioner Robert T. Bartley denied 
that there was any basis in fact for the 
complaints. Much of the heat and 
furor is, in his opinion, occasioned by 
a lack of understanding of censorship. 

Theodore F. Koop, Washington vice 
president of CBS, spoke at the banquet 
meeting and Milton Fruchtman, of 
Capital Cities Broadcasting Co., ad- 
dressed the luncheon session. 


Changing hands 


ANNOUNCED «= The following sales of 
station interests were reported last week 
subject to FCC approval: 


# KRMG Tulsa, Okla.: Sold by Mere- 
dith Publishing Co. to Swanco Broad- 
casting Corp. for $500,000. Swanco is 
headed by Gilbert C. Swanson, Omaha 
industrialist, as chairman, and includes 
George A. Bolas, Chicago advertising 
executive, as president, and Kenneth R. 
Greenwood as executive vice president. 
Swanco owns KIOA Des Moines, 
KLEO Wichita and KQEO Albvu- 
querque. Meredith owns KCMO-AM- 
FM-TV Kansas City, KPHO-AM-TV 
Phoenix, WOW-AM-FM-TV Omaha 
and WHEN-AM-TV Syracuse, N. Y. 
KRMG is fulltime on 740 kc with 50 
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kw day, 25 kw night. 


= WJBW New Orleans, La.: Sold by 
Sherwood Tarlow and = associates to 
Carmen Macri for $250,000. Mr. 
Macri is 20% owner of WZOK Jack- 
sonville, Fla. The Tarlow group owns 
WHIL Medford, Ore.; WARE Ware, 
Mass., and WWOK Charlotte, N. C. 
WIJBW operates fulltime on 1230 kc 
with 250 w. Broker was Blackburn & 
Co. 


APPROVED = The following transfers 
of station interests were among those 
approved by the FCC last week (for 
other commission activities see For 
THE RECORD, page 97). 


=» WSTV -AM-FM-TV Steubenville, 
Ohio; WBOY-AM-TV Clarksburg, 
W. Va.; KODE-AM-TV Joplin, Mo.; 
WRGP-TV Chattanooga, Tenn.; WPIT- 
AM-FM Pittsburgh, Pa.; WSOL Tam- 
pa, Fla., and WRDW-TV Augusta, Ga.: 
Transferred by Jack N. Berkman and 
associates to United Printers & Publish- 
ers Inc. in which Jack N. and Louis 
Berkman and families have major in- 
terests. Transaction involved purchase 
of Pittsburgh, Tampa and Augusta 
properties for $1,350,000 and exchange 
of stock for Steubenville, Clarksburg, 
Joplin and Chattanooga properties. 
United Printers & Publishers, greeting 
card and specialties firm, is 26.1% 
owned by the Louis Berkman Co., and 
10.5% by Parkersburg Steel Co. (in 
which the Berkman family has a major 
interest). Commissioner Robert T. 
Bartley dissented. 


# WEZL Richmond, Va.: Sold by Ben 
Strouse, Samuel E. Feldman and Leon 
B. Back to Eastern States Radio Corp. 
for $175,000. Eastern States is equally 
owned by Robert A. Monroe and Met- 
ropolitan Small Business Investment 
Corp. Mr. Monroe has interests in 
WAAA Winston-Salem and WSRC 
Durham, both North Carolina. Com- 
missioners Robert T. Bartley and Fred- 
erick W. Ford dissented. 


= KWG Stockton, Calif.: Sold by 
KMO Inc. to Roland B. Vaile and asso- 
ciates for $158,200. Mr. Vaile is for- 
mer general manager of KTOO Las 
Vegas. Commissioners Robert T. Bart- 
ley and Frederick W. Ford dissented. 


H & B gets Lovington catv 


H & B American Corp., has acquired 
its 17th community antenna tv system, 
the Lovington (N. M.) Antenna & 
Service Co., serving 1,800 subscribers, 
David E. Bright, H & B president, an- 
nounced. Tex-Mex Communications 
Co., carrying standard tv signals via 
microwave from a relay point in Denver 
City, Tex., to the Lovington CATV 
operation, will be acquired as soon as 
FCC approval can be obtained, Mr. 
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Bright said. H & B American claims 
to be the largest CATV company, hav- 
ing invested more than $9 million since 
last November in systems which cur- 
recently are feeding tv program service 
via cables to more than 2.6 million 
viewers in 11 states and Canada. 


FIGHT FOR FREEDOM 


Broadcaster’s progress slow, 
Johnson tells Illinois group 


Illinois broadcasters were warned last 
weekend that little progress is being 
made in broadcasting’s fight for free- 
dom of information. 

The warning came from Leslie C. 
Johnson, vice president and general 
manager of WHBF-AM-TV Rock Is- 
land, speaking before the annual Illinois 
Broadcasters Assn. convention in Chi- 
cago. Delegates from member stations 
also heard Ward L. Quaal, vice presi- 
dent and general manager of WGN- 
AM-TV Chicago, talk on other broad- 
casting needs. 


Mr. Johnson reported to the IBA as 
chairman of the freedom on informa- 
tion committee for the group. Noting 
that Illinois broadcasters were among 
the first “to take up the cudgels for 
broadcasting’s freedom from govern- 
ment censorship,” he said that their 


efforts in this direction have got no- 
where. While attempts to “hamstring 
broadcasting” seem to be growing apace 
in Washington, he declared, the NAB 
“has made no special effort” to ensure 
that broadcasting is given the rights 
guaranteed it by the First Amendment. 

“In effect,” Mr. Johnson stated, 
“NAB’s president is not fully and com- 
pletely in the membership camp in this 
issue,” but gives the impression he 
would be satisfied with a “half-free” 
status for broadcasting. This willing- 
ness by the top national representative 
for the industry to settle for second 
best, he maintained, “is fatal to broad- 
casting’s desire for top legislative and/ 
or Supreme Court decisions on broad- 
casting’s freedom under the Constitu- 
tion.” 

Mr. Johnson urged that a resolution 
be sent to NAB President Collins de- 
manding action by the NAB on setting 
a “specific course for the initiation of 
appropriate action” to ascertain whether 
broadcasters “are free, half free, or, in 
effect, a governmental bureau subject 
to the shifting winds of politics.” 

Mr. Quaal emphasized the need for 
a “professional” attitude by broad- 
casters. 

This sort of attitude is necessary to- 
day, he explained, because of the tre- 
mendous national impact of radio and 
tv and the vast responsibilities which 





50 acres of land. 
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NEW ENGLAND—Doytime radio station with fine phys- 
ical plant located in beautiful substantial community. 
industrious owner-operator could easily increase gross 
to over $120,000.00. Priced at $200,000.00 on terms. 
ANOTHER H&L EXCLUSIVE. 


SOUTHWEST—Major network VHF-TV affiliate plus full 
time radio station. Combined annual gross $170,000.00- 
plus. Absentee-owned. Sale includes two buildings and 
Total price $305,000.00 with 
$60,000.00 down and attractive terms. ANOTHER H&L 
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fall to station operators as a result. 

“Top management must involve it- 
self more thoroughly on a day-to-day 
basis if radio and television program- 
ming is to be upgraded to the point 
where the industry will truly become a 
profession and attain its true poten- 
tial,” Mr. Quaal said. 

The problems of broadcasting today 


stem from the station population ex- 
plosion following World War II and 
the shortage of sufficiently trained ad- 
ministrative personnel to manage them, 
Mr. Quaal said. He called for a great- 
ly increased program of in-company 
training for young executives to meet 
the shortage. 


CBS INC. QUARTERLY EARNINGS UP 


Paley, Stanton cite high 1960 earnings for CBS-TV 


The management of CBS Inc. told 
stockholders last week that the com- 
pany “has now recovered from the ef- 
fects of the 1960-1961 recession” and 
that third-quarter earnings per share 
were about 15% higher than for the 
same period last year. 

The report, signed by Board Chair- 
man William S. Paley and President 
Frank Stanton, also asserted that the 
CBS-TV network's 1960 earnings “were 
greater than those of the other two net- 
works combined.” This was evident, 
the report explained, from the FCC’s 
report on 1960 network television prof- 
its (BROADCASTING, Sept. 4). 

In their references to the 1960-61 
recession, Messrs. Paley and Stanton 
also said: “Our studies show that tele- 
vision advertising goes into a recession 
much later, and is not so severely af- 
fected as the business economy in gen- 
eral. Further, the duration of the re- 
cession is shorter, and the decline in 
sales less drastic, than for competing 
media such as newspapers and maga- 
iznes.” 

The upbeat report was issued follow- 
ing a board meeting last Wednesday at 
which the directors declared a cash 
dividend of 35 cents a share on com- 
mon stock, payable Dec. 8 to stock- 
holders of record Nov. 24. The board 
also declared a 3% stock dividend to be 
paid Dec. 18 to stockholders of record 
Nov. 24 (no fractional shares will be is- 


sued; stockholders will receive non- 
transferable order forms for their frac- 
tional share interests). 

The report also noted that the recent 
discontinuance of the CBS Electronics 
Division in Danvers and Lowell, both 
Massachusetts, will eliminate that di- 
vision’s “drain on earnings.” The losses 
and expenses involved, estimated at $5 
million after applicable tax credits, will 
be charged against retained earnings, 
not against income, the report said. 

The report showed that the corpora- 
tion’s net sales for the first nine months 
of this year were up, totaling $339,018,- 
246 as against $336,582,220 for the 
same period last year. But consolidated 
net income for the same period was 
down from $15,496,313 in the first 
nine months of 1960 to $12,653,513 
this year. 

For the third quarter, net sales 
amounted to $98,250,501 as against 
$104,760,250 for the corresponding 
1960 period, but consolidated net in- 
come was up—from $2,827,144 in the 
third quarter last year to $3,244,181 in 
this year’s third quarter. Third-quarter 
earnings per share were put at 38 cents 
as compared to 33 cents (adjusted for 
stock dividend) for the third period 
last year. 

Earnings for the first nine months of 
1961 were equivalent to $1.47 per 
share as compared to $1.80 per share 
for the first nine months of 1960. 

















Columbia erent System, Inc, and domestic subsidiaries 
ncome Statements 
: Nine months ended 
SEPT. 30, 1961 OCT. 1, 1960 
(39 weeks) (39 weeks) 
$339,018,246 $336,582,220 
Selling, general and administrative expenses .................... , 
Operating income 26,243,102 33,830,787 
Other income 3,187,931 3,106,220 
Other deductions 1,713,520 1,535,694 
Income before federal income taxes 27,717,513 35,401,313 
Federal income taxes 


Net income 


) ,000 ' ’ 
$ 12,653,513 ~ <$ 15,496,313 
$1.47 + $1.80 





five million dollars (after applicable tax credits) 


dividend. 


—_ had been engaged in the manufacture and 


related products, were discontinued in the 
this division have been disposed of. Losses and 
related to this dis- 


es outstanding during the respective 
1961 results are subject to year-end 
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KETV was ready 


KETV (TV) Omaha reported 
last week it had an exclusive on a 
recent kidnap story of the return 
of four-year-old Glenda Jennings 
who was allegedly kidnaped from 
her home in Oklahoma in June 
1960. 

An unidentified person, accord- 
ing to the station, called KETV to 
say the child would be returned 
—but demanded that there be no 
news break until the mother had 
claimed her. 

A KETV news team went to the 
Omaha orphanage where the child 
had been located, obtained permis- 
sion from the institution to shoot 
a news feature there (which was 
used on the station) and filmed 
several feet of the little girl at 
play. 

When the story broke; KETV 
was ready with its filmed story. 











WTMJ-TV awaits tv study 


WTMJ-TV Milwaukee is awaiting 
compilation of the resuits of a survey 
covering television’s relationship to juve- 
nile delinquency [CLosED Circu!rt, Nov. 
6]. The basic questionnaire was drawn 
up by Dr. Wilbur Schramm, of the 
Stanford U. communications depart- 
ment. 

Dr. Schramm will digest the findings 
of the survey “for whatever benefit it 
will be to communications and the in- 
dustry.” Preliminary results will be made 
available about Dec. 1. They will be 
statistical in nature and Dr. Schramm 
will provide an analysis of the findings, 
according to George Comte, WIMJ- 
AM-TV general manager. 


Lexington International 
formed as finance firm 


The formation of Lexington Inter- 
national Inc., New York, to provide 
venture capital and financial manage- 
ment counsel was announced last week. 

The company president is Herbert L. 
Gordon, formerly a director and vice 
president in charge of operations of ~ 
United Artists Corp. He will continue 
as a director of UA. With Mr. Gor- © 
don is Milton S. Gordon, president of * 
his own investment firm, as a director, © 
and William C. MacMillen Jr., until re-— 
cently board chairman of Colonial” 
Trust Co., New York, chairman of the 7 
board. The two Gordons are not kin. | 

The film and television industries” 
will be the major area of activity, ac- 
cording to Lexington officials, although” 
its operation will encompass other types” 
of industry. : 7 


BROADCASTING, November 13, 1961 























WINZ 


REACHES BELOW THE SURFACE 2. onci.2 Scuds Fiosaeoverket. sand that 


expanding South Florida market...and that 
means the Bahamas and the Caribbean, too. WINZ Radio...one of America’s great stations... 


has the power and the audience for complete coverage. WIN Z is now the Mutual Radio flagship 


in Florida, the newest of over 424 stations enjoying the Mutual advantage: local programming 
plus authoritative, listenable Mutual news. You'll find that it pays 


in depth to oy Mutual mages Aoconasnterane. and WINd Radio locally. Mutual Radio|3m 


A SERVICE TO INDEPENDENT STATIONGI 
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Stations resist 
ASCAP log plan’ 


ASCAP’s plan to have radio-tv sta- 
tions submit logs to the society for use 
in calculating broadcast performance 
credits is being resisted by stations, 
Stanley Adams, president, told the soci- 
ety’s semi-annual membership meeting 
in New York last Wednesday (Nov. 8). 

Mr. Adams told the meeting that 
“we expect problems from stations 
which will not cooperate” with the 
undertaking. He read excerpts of let- 


ters from three stations, which he said: 


are “typical” of those received on 
ASCAP’s proposal. The gist of the 


letters, Mr. Adams adds, was that 
ASCAP’s plan would be “burdensome 
and expensive and one station said it 
would be forced to dispense with 
ASCAP music if it were forced to pro- 
vide the logs.” 

Currently, tapes of programs are 
made by an independent organization 
during a sampling period. The log pro- 
posal would cut the cost of figuring 
credits, Mr. Adams said, and also re- 
duce the chance of failure to identify 
performances properly. 

A treasurer’s report on the first seven 
months of operation, also presented to 
the west coast membership meeting of 
ASCAP in September (BROADCASTING, 
Sept. 25, 1961), showed domestic in- 


SEAL 
©] an ©1010) 8) 
PRACTICE 


come was $19,683,306, compared with 
$19,668,982 for the corresponding 
period of 1960. 

During the open discussions Josie 
Carey, who said she had appeared on 
both commercial and educational tv 
stations, protested ASCAP’s issuance of 
gratuitous licenses to educational out- 
lets, asserting that this practice deprives 
her and other song writers of payments 
for the use of her music on such sta- 
tions. A number of songwriters pro- 
tested that ASCAP’s survey system for 
determining payments is unfair to 
“small” writers and publishers. 


Women have advantage 
in tv, says Miss Keith 


Women have many opportunities in 
television, Alice Keith, president of the 
National Academy of Broadcasting, 
' told a meeting of 
the D. C. Univer- 
sity Women’s 
Club last week. 

Miss Keith 
cited the many 
kinds of positions 
open to women in 
broadcasting and 
said radio-tv is 
more than jockey- 
s - ing discs and read- 
Miss Kelth ing news. She said 
women aspiring to success in broadcast- 
ing should study announcing, script- 
writing, news, music programming, for- 
eign language pronunciation, diction, 
drama, journalism and publicity. 

On programming, Miss Keith urged 
listeners to make their wishes known 
to sponsors as well as station managers. 
She said there is “widespread demand” 
for “more diversified fare” in radio pro- 
grams, particularly children’s shows. 


CBS buys 10% interest 
in Trinidad tv permit 


CBS has obtained a 10% interest in 
a station to be constructed in Trinidad, 
British West Indies. 

Merle S. Jones, president of CBS 
Television Stations Division, announced 
the transaction last week and said that 
other participants in ownership of the 
new station will be Rediffusion (West 
Indies) Ltd., an affiliate of Associated 
Rediffusion of England; the government 
of Trinidad and Tobago and Scottish 
Television Ltd. It will be the first tv 
station in Trinidad, an island with a 
population of 826,000. 

A network spokesman said negotia- 
tions are in progress “anticipating the 
possibility of CBS equity participation in 
television stations in several other coun- 
tries.” CBS currently is associated with 
local interests in television production 
agreements in Argentina and Peru, and, 
in addition, has an agreement with RAI 
of Italy. 


— 
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WBEN-TV 
IN A $3.5 BILLION MARKET 
Your product is in the Western New York spotlight when you spot your sales 
effort on WBEN-TV. 


y WBEN-TY, with its high tower and maximum power, delivers a 15-county area 
in Western New York and Northeastern Pennsylvania, plus a bonus audience 


S of over 2,000,000 people living on the Canadian Niagara Peninsula. 

d 

t And you get more than coverage. You get impact! For Channel 4—Buffalo, 
; is the television pioneer of the area—with 13 years of audience loyalty to its 
4 credit, over a decade of leadership in audience preference. 


t i Baits ‘ 
. Don’t hide your product story under a bushel. Spotlight it in the clear, bright 







Vv picture of WBEN-TV. See how your TV dollars count for more on Channel 4. 


Get the facts from Harrington, Righter & Parsons, 
National Representatives 


WBEN-TV | 


The Buffalo Evening News Station CBS in Buffalo 


CH. 


; SES. 
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Polishing the Godfrey ‘image’ 


CBS Radio last week was touting 
the “Arthur Godfrey brand of sales- 
manship,” as the network calls the 


veteran radio personality’s on-the-air 
commercial skills. The Godfrey 
image, according to CBS Radio, is 


still bright in radio. 
could cite the following: 


Godfrey’s show on the network. Ac- 
tivity: the return to New York of the 
radio-tv star after a personal appear- 
ance tour through the South and Mid- 
west. (He traveled 5,000 miles on 
an eight-city journey that included 


audience of 24,000 people. 


before 6,500 students). 


and Arthur Hull Hayes (r), CBS Ra- 
dio president. Trio’s favorite topic in 


The network 


On the commercial side: the sign- 
ing of nine new advertisers in Mr. 


11 radio programs and a total live 
At the 
U. of Texas, he taped a broadcast 


The burnishing of the Godfrey im- 
age closely followed the 32nd anni- 
versary broadcast of a month ago 
which featured Mr. Godfrey (1); Dr. 
Frank Stanton, CBS Inc. president, 


their on-the-air conversation: radio. 
The verdict: a bright future for the 
medium. Dr. Stanton said he thought 
radio today is doing a “much better 
job” than five years ago. 
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Lyons gives television 
poor report card 


American television, so far, has not 
achieved the stature of the best of the 
nation’s newspapers, Louis M. Lyons, 
curator of the Nieman Fellowships at 
Harvard, said Nov. 3 in a speech sharp- 
ly critical of the broadcast medium. , 

“Television is still in its adolescence 
and we do not know what it will grow 
up to be,” he told the Modern Forum 
of Los Angeles. “But its great failure 
as an institution is that it did not rise 
in the great tradition of journalism 
and realize that its operation should be 
independent of its advertisers.” 

“The money of the advertiser calls 
the tune in tv,” he elaborated. It is as 
though a newspaper had an editorial 
page only if the big department store 
sponsored it; or ran a financial column 
only if the bank wanted to pay for it. 
Until the management of broadcast- 
ing shapes its own programs, we won't 
have responsible programming.” 

Television’s “impact is enormous,” 
Mr. Lyons allowed. “The printed word 
cannot match it. Tv has stolen the 
glamour and much of the dynamics of 
the newspaper. It scoops the front 
page. But it has no inside pages.” 


WICE reporter assaulted 


A radio newsman was seized and 
slashed Nov. 4 by four Negroes after 
he had read a report on a riot, his 
station, WICE Providence reported. In- 
jured was newsman George Norton, 
who was told by his assailants “to be 
a good boy” when reporting incidents 
about. their race, according to. WICE. 
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YOU MAY NEVER VISIT TH 
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BUT... WKZO-TV Can Light Your 


NS! SURVEY—GRAND RAPIDS-KALAMAZOO AREA 


February 20-March 19, 1961 


STATION TOTALS 





Homes Delivered 


Per Cent of Total 





WKZO-TV 


STATION B]WKZO-TV|STATION B 





Mon. thru Fri. 
9 a.m.-Noon 
Noon-3 p.m. 

3 p.m.-6 p.m. 

Sun. thru Sat. 
6 p.m.-9 p.m. 

9 p.m.-Midnight 


48,400 
65,900 
56,400 


155,600 
138,200 











34,000 | 58.7 
53,800 | 55.0 
71,900 | 43.9 


96,800 | 61.7 
66,200 | 67.6 








Sales Success In Kalamazoo-Grand Rapids! 


WKZO-TV’s 1000-foot tower can be your guide to 
greater sales activity in the rapidly growing Kalamazoo- 
Grand Rapids area. 


Your commercials on WKZO-TV will reach an average 
of 80% more homes than on Station B, Sunday through 
Saturday, 6 p.m.-Midnight (NSI—Feb. 20-March 19, 
1961). You'll be building for the future in a good 
market, too. Both Kalamazoo and Grand Rapids are 
among the 55 fastest-growing markets in America. 


And tf you want all the rest of outstate Michigan worth 
having, add WWTYV, Cadillac-Traverse City, to your 
WKZO-TV schedule. 


Sources: Sales Management Survey of Buying Power and Television Magazine. 


*The earliest U.S. lighthouse was first lit September 14, 1716 on Little Brewster Island in Boston Harbor. 


She Pa ver Slattowns 


WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 


WJEF RADIO — GRAND RAPIDS 


WJEF-FM — GRAND RAPIDS-KALAMAZOO 


WWTV — CADILLAC-TRAVERSE CITY 


KOLN-TV — LINCOLN, NEBRASKA 
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WKZO-TV- 


100,000 WATTS @ CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kelamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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Radio-tv covered L.A. fire all the way 
KTLA SETS PACE FOR ROUND-THE-CLOCK FIRE WATCH 


Los Angeles broadcasters won the 
thanks of a grateful community last 
week for their round-the-clock cover- 
age of the worst fire in the city’s his- 
tory. They also demonstrated once 
more the importance of radio and tele- 
vision in time of emergency, not only 
by keeping the public informed of the 
progress of the fire but by relaying up- 
to-the-minute instructions by police and 
fire officials that kept idle spectators out 
of the trouble area and out of the way 
of the fire fighters. 

KMPC broke the story at 8:16 a.m. 
Monday (Nov. 6) when Herb Green, 
pilot of one of the two helicopters 
which provide the KMPC airwatch re- 
ports of rush hour traffic, spotted smoke 
in Stone Canyon. 

First tv coverage of the fire also 
came from the air, at 8:39 a.m. when 
the KTLA (TV) Telecopter, a fully- 
equipped video flying mobile unit, put 
a picture on the air from over Stone 
Canyon. 

KTLA followed its original report 
with 10 more before 11:30 a.m., both 
from the air and three ground units, 
the first of which arrived on the scene 
at 9:35 a.m., along with Clete Roberts, 
KTLA’s news editor-in-chief. Then at 
11:49 a.m., the station scuttled its reg- 
ular programming and devoted itself 
entirely to fire coverage until 11 p.m., a 
half-hour summary preceded sign-off 





Burned out 


Los Angeles executives in 
broadcasting or advertising whose 
- homes were reported completely 
destroyed or badly damaged in 
last week’s Brentwood-Bel Aire 
fire include: Howard Barnes, 
CBS-TV vice president; Robert 
Breckner, vice president and gen- 
eral manager, KTTV (TV) (dam- 
aged); Howard Meighan, presi- 
dent, Videotape Productions of 
California; Robert K. Byars, vice 
president of Erwin Wasey, Ruth- 
rauff & Ryan; Howard D. Wil- 
liams, chairman of the EWR&R 
finance committee; William A. 
Thomson, EWR&R radio-tv pro- 
duction director (damaged); Lu- 
cille Liets, managing director, 
Hollywood Advertising Club; Jus- 
tin Dart, president, Rexall Drug 
Co.; Neil Reagan, vice president, 
M-E Productions. Many more, 
including NBC Vice President 
John West, ABC Vice President 
James Riddell and KMPC Presi- 
dent Bob Reynolds, reported near 
misses. 











at 1:14 a.m. Tuesday. 

KTLA continued its comprehensive 
coverage the second day of the fire, sign- 
ing on an hour early (at 7:34 a.m.) 
with a live report, from ground, air and 
newsroom, that ran until the start of 
the regular day’s programming at 8:30 
a.m. 

Praised by fellow Los Angeles broad- 
casters for “a job we can all be proud 
of,” as one station manager put it, 
KTLA was also cited by Los Angeles 
Mayor Sam Yorty for “public service 
of the highest order, deserving the high- 
est praise.” 

Expensive = The intensive fire cover- 
age cost KTLA about $39,000 in pre- 
emptions of commercial programming, 
the cost of the crews and the equipment 
expense, Robert Quinlan, program di- 
rector, estimated. 

KTTV (TV) had three remote units 
on the scene. Bill Welsh, special events 
director, was stationed with the key 
unit at fire fighting headquarters. The 
station in addition had four newsreel 
units in the field to film fast-breaking 
developments. (KTTV has its own 
newsreel processing equipment.) Its 
log shows news bulletins and cut-ins on 
the fire starting at 9:21 a.m., with the 
first film shown at 11:02 a.m. and the 
first live pickup shortly before noon. 
From 1:30 to 7 p.m. KTTV main- 
tained continuous live coverage of the 
fire, making frequent reports during the 
evening hours and the following day. 

The city’s other tv stations kept news- 
reel crews at the scene. NBC-owned 
KRCA (TV) put special fire newscasts 
on at 4-4:10 p.m. Monday and 4-4:15 
p.m. Tuesday and expanded its 11 
o'clock news Tuesday night from 15 to 
30 minutes, devoted entirely to the 
fire. CBS-owned KNXT (TV) used 
more than half of its hour-long Big 
News at 6:30-7:30 p.m. each day for 
reports of the fire. 

Radio Was There = Radio newsman 
and mobile units were on the fire front 
alongside tv and their word pictures of 
the conflagration were the first busi- 
ness of the day at most stations. KMPC 
kept 10 men and four ground units in 
the field, under Bob Forward, program 
vice president, for the duration of the 
fire, while the two helicopters put in 
more than 60 hours (at $85 an hour) 
of fire reporting from the air. 

At 3:30 Monday afternoon, KMPC’s 
executive vice president, Loyd Sigmon, 
ordered all commercials canceled to 
devote full time to fire coverage. 

A spot check showed a general rec- 
ognition of the interest of the fire to 
everyone in the Los Angeles area and 
the responsibility of radio to provide 


fast, frequent reports. KFWB kept up 
to six newsmen and never less than four 
at the fire scene throughout the crisis. 
KNX had five reporters and two mobile 
units on fire duty. KLAC had three 
men giving beeper reports from the 
field. KABC reported it gave full play 
to fire coverage, only occasionally “in- 
terrupting it with regular program- 
ming.” KHJ aired approximately 150 
live reports of two to three minutes 
each and pre-empted Wednesday’s Rob- 
ert QO. Lewis (6-10 a.m.) program, with 


20 minutes of each hour given to fire 


reporting. 

KRLA devoted some 90% 
regular news time to the fire, plus nine 
hours of special coverage, five hours of 
reports from the scene, four from the 
station’s newsroom. KFI gave seven 
hours to fire reports, three of them 
pre-empted. KLAC put on nearly eight 
hours of fire news and was preparing 
a documentary on fire prevention for 
broadcast yesterday (Sunday), 8-9 p.m. 
KFWB took 15 minutes or more from 
each hour’s regular programming for 
fire reports. 

KGBS not only covered the fire for 
local airing, but provided on-the-scene 
reports to WGBS Miami, WIBG Phil- 
adelphia and WSPD Toledo (all in- 
volved are owned by Storer Broadcast- 
ing Co.). KFMB San Diego sent a 
four-man news team into the fire area 
along with the airplane normally used 
for the station’s traffic coverage for 
two-way radio direct reports back to 
KFMB from the ground and the air 
at the disaster area. KFMB also fed 
reports to WDAF Kansas City (both 
are owned by Transcontinent Televi- 
sion Corp.) and other stations. 


NETWORK NEWS FURORE 


Hagerty stirs argument 
over New York election error 


NBC News admittedly erred in its 
tabulation of votes cast in last Tuesday’s 
mayoralty election in New York City, 
but the loudest complaint came from 
ABC. 

An inter-network furore was touched 
off Thursday when James C. Hagerty, 
vice president in charge of news for 
ABC, held a news conference “in the 
interest of accurate reporting.” It was 
immediately followed by a_ sharply 
worded statement from NBC News, to 
which Mr. Hagerty replied with brevity 
and dispatch. 

NBC News admitted on Wednesday 
that it had credited Mayor Wagner 
with approximately 50,000 more votes 
than he actually received. The error 
was explained as a tabulating mistake. 

Mr. Hagerty charged at his news 
conference that the actual margin of 
error was “greater” than that ack- 
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RGA SEMICONDUCTOR DG SUPPLY 


Half the Size of Conventional Power Supplies! . 


You gain at least three advantages with 
this compact WP-16B semiconductor 
regulated power supply for TV studios! 
Requires less than half the mounting 
space of latest tube-type supplies—1600 
milliamperes at 280 volts in seven inches 
of rack space. 


Higher efficiency cuts heat dissipation 
to less than half that of other supplies; 
reduces air conditioning load; eliminates 
blowers, lowers maintenance costs. 


Complete short circuit protection. 
You can place a direct short across the 
output terminals of the WP-16B with- 
out damage to the supply or to any of its 
components. Once the short is removed, 
the supply automatically returns to nor- 
mal operation. 


A single WP-16B powers a complete TV 
camera chain...only two units are needed 
for a color chain. It’s an ideal power and 
space saver for all television uses. 


The Most Trusted Name in Television 


a. : 


Get this die-cut brochure! It’s the actual size of 
the WP-16B. Compare it with your present power 
supply—see how much space you can save. It also 
contains full information and specifications. Write 
to RCA, Broadcast and Television Equipment, 
Dept. BB-22, Building 15-5, Camden, N. J. Or 
ask your RCA Broadcast Representative for a copy. 
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knowledged. He said NBC announced 
shortly before 11 p.m. that the mayor’s 
total vote was 1,284,059, with 5% of 
the election districts still missing. “This 
was already 49,526 more votes than 
the mayor finally received.” Figuring 
an average of 509 votes per election 
district, and estimating the mayor’s 
share of them, Mr. Hagerty claimed 
NBC was off an additional 61,967— 
making a total of 111,493, or a 9% 
error in the final vote. 

“These inaccuracies in the returns 
were not a reflection on either ABC or 
CBS,” Mr. Hagerty said. “But rivalry 
should not impair accuracy of returns 
for station advantage. This could dis- 
credit the television industry which must 
have the complete confidence of the 
public in its ability to present returns 
with all possible speed, but also with 
complete reliability.” 

A Solution = In response to questions, 
Mr. Hagerty expressed willingness to 
“sit down” with the other networks, and 
with people in the city’s administration, 
to seek a solution that would prevent 
such inaccuracies from occurring in 


the reporting of future elections. 

Mr. Hagerty’s remarks immediately 
drew the following blast from NBC 
News: 

“Jim Hagerty is running true to form 
—last with the audience and first with 
the news conference. The only new 
thing about his news conference was the 
menu for the day—-sour grapes. As a 
partisan press agent for 16 years, Hager- 
ty should have learned by now that the 
public has no stomach for alibis for 
failure. He'd do better if he spent his 
energies on getting his audience up 
from the 6% level it averaged—one- 
fifth of NBC’s audiences—instead of 
worrying about NBC. The error in 
the NBC Wagner returns that Hagerty 
is using to divert attention from ABC’s 
disastrous performance, was a tabulat- 
ing mistake . . .” 


In his parting shot of the day, Mr. * 


Hagerty said: “I am not interested in 
personal attacks, only accurate report- 
in beer 

CBS, whose election return coverage 
was not challenged in any way, had “no 
comment” on the whole affair. 


GOVERNMENT 
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Radio-tv unsuited 
for freedom—kKilgore 


The basic freedom of the press can- 
not be applied to government-licensed 
broadcast media, Bernard Kilgore, pres- 
ident of the Wail Street Journal, told 
Colby College’s annual Elijah Parish 
Lovejoy convocation last week. 

“We are going to get the idea of free- 
dom of the press dangerously obscured 
if we try to stretch it to fit radio and 
television,” Mr. Kilgore added. He 
conceded that the broadcast media do 
transmit news and information about 
public affairs, “But this does not seem 
to be their basic function—the time and 
effort they spend on it is generally small 
in proportion to that devoted to enter- 
tainment,” he explained. 

Mr. Kilgore was named recipient of 
the Lovejoy award, given each year for 
distinguished service,to journalism. It 
honors a Colby alumnus and abolition- 
ist editor who. was:killed in Alton, IIl., 
in 1837 while defending his newspaper 
against a pro-slavery mob. 





9 HEARING 


Six parties set for hearing, four to be added 
for 10-way scramble over dropped-in facility 


Six of the ten applicants for ch. 9 

in Syracuse, N.Y., were designated for 
comparative hearing by the FCC last 
week. At the same time, the agency 
announced that the remaining four 
would be consolidated in the hearing 
as soon as they have been pending the 
30 days required by law. 
_ Similar orders will be forthcoming 
among six applicants for ch. 13 Grand 
Rapids and 11 for ch. 13 Rochester 
soon after two or more applications 
have been pending for 30 days. The 
FCC is prohibited by law from taking 
any action on an application for at 
least a month. Only one application in 
each city had been pending for the re- 
quired time last week, which prohibited 
the commission from acting in Roches- 
ter and Grand Rapids. 

Also last week, the FCC replied to 
a letter from AB-PT President Leonard 
Goldenson (BROADCASTING, Aug. 21) 
in which the agency expressed a con- 
tinuing interest in encouraging some 
sort of interim operation in the three 
cities pending a final grant. At the 
time the commission assigned the three 
vhf channels to Rochester, Syracuse 
and Grand Rapids, it said it would wel- 
come proposals for interim operation 
(BroapcasTiInc, Aug. 7). Each of the 
cities presently has two vhf stations in 
operation. 

The last application filed for Syra- 


cuse, by station representative George 
P. Hollingbery, was accepted by the 
FCC Nov. 1. This means the FCC can 
issue a final order, setting a hearing 
date, early in December. The Syra- 
cuse channel now is closed to appli- 
cants—Nov. 7 was the cut-off date— 
but parties may file for the other two 
cities until a hearing is ordered. 

Rochester now is prime for a hear- 
ing order. since the first application 
there was filed in September and two 
more on Oct. 6. The first application 
in Grand Rapids also was accepted in 
September while the second did not 
come in until Oct. 16. 

In the Interim = Attorneys for six of 
the Syracuse applicants have met in- 
formally with representatives of the 
FCC and expressed a willingness to 
try to establish an interim operation, it 
is understood. Negotiations have pro- 
gressed and are in the preliminary stage 
and the FCC unofficially has taken a 
“hands-off” policy as far as serving as 
an arbitrator. 

A commission official said last week 
that the agency probably will act favor- 
ably on any interim plan in which all 
applicants have had a chance to par- 
ticipate. Any talks, however, still are 
tentative and a firm plan has not been 
submitted in any of the cities. 

Following are the vital statistics of 
the six Syracuse applications for ch. 9 


set for hearing last week: 

= Veterans Broadcasting Co., owner 
of WVET-AM-TV Rochester and 
80.5% =f KTVE (TV) El. Dorado, 
Ark. Seeks 100 kw, antenna’ ‘599 ft. 
above ground, special temporary auth- 
ority pending final grant. President and 
7.95% (largest single interest) owner is 
Ervin F. Lyke. There are over 100 
other stockholders. 

# Syracuse Tv Inc., owned by Found- 
ers Corp. (80%) and Macmillan Ring- 
Free Oil Co. (20%). Founders owns 
WFBL Syracuse, WSMB New Orleans 
and KORL Honolulu. John M. Sha- 
heen owns 53.6% of Founders. Seeks 
316 kw, antenna 648 ft. above ground, 
STA. 

= W. R. G. Baker Radio & Tv Corp., 
principals include William V. Stone 
(17.28% ), Robert J. Conan (17.28%), 
T. Frank Dolan Jr. (17.3%), Leonard 
P. Market (17.3% ), Richard N. Groves 
(8.04% ), and others. Seeks 316 kw, 
antenna 656 ft. above ground. 

= Onandaga Broadcasting Co., owned 
by Marvin H. Sugarman (20% ), Asher 
S. Markson (12%), F. Robert Gilfoil 
Jr. (10% ), Vance L. Eckersley (12%), 
and 12 others. Seeks 173 kw, antenna 
658 ft. above ground, STA. 

= WAGE Inc., owned by Frank G. 
Revoir (80%), Alexis N. Muench 
(12%), and others. Seeks 79.6 kw, 
antenna 961 ft. above ground, STA. 

= Syracuse Civic Tv Assn. Inc., prin- 
cipals include Francis A. Singer 
(9.7%), Arthur C. Kyle Jr. and Wil- 
liam H. Porter (each 8.5%), Dr. Ed- 
ward C, Hughes, James G. Brock, John 
E. McAuliffe, Richard L. Sandefur and 
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of Cincimmati, we'd like te pass the good word along. 


The Strietmann Biscuit Company 
Cincinnati, Ohio 
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Arve S. Wikstrom (each 6.4%), Trev- 
or K. Serviss, Margaret W. Osterlund 
and Robert D. Brown (each 4.5%). 
Seeks 316 kw, antenna 650 ft. above 
ground, STA. Mr. Kyle is stockholder 
in WNDR Syracuse, WPDM Potsdam, 
N.Y., WACK Newark; Mr. Sandefur 
is national sales manager of WNDR. 

The remaining Syracuse applicants, 
with date filed in parenthesis: 

= Ivy Broadcasting Co. (Oct. 10), 
also an applicant for ch. 13 Rochester. 
E. E. Erdman, president and majority 
owner; Joel Fleming, vice president. Ivy 
also owns WOLF Syracuse, WTKO and 
WEIV (FM) Ithaca, WOIV (FM) 
DeRuyter, WMIV (FM) Bristol Cen- 
ter, WBIV (FM) Wethersfield and 
WJUV (FM) Cherry Valley, ali New 
York. Seeks 100 kw, antenna 483 ft. 
above ground, STA. 

= Six Nations Tv Corp. (Oct. 31), 
principals include Richard C. Lands- 
man (20%), Donald F. Neubauer 
(9%), and others. Seeks 195 kw, an- 
tenna 701*ft*above ground, STA. Mr. 
Landsman is account executive for 
WNEW-TV New York. 

= Salt City Broadcasting Corp. (Oct. 
31), principals include The Outlet Co. 
(50% ), Edward G. Eagan and L. T. 
Eagan (each 18.75%), and L. William 
Eagan (12.5%). Outlet owns WJAR- 
AM-TV Providence, R.I. Seeks 316 
kw, antenna 655 ft. above ground. 

= George P. Hollingbery (Nov. 1). 
Applicant is chairman of board and 
71.35% owner of station representative 
firm bearing his name. Seeks 184 kw, 
antenna 662 ft. above ground. 

Letter to ABC = The FCC agreed 
with ABC that an interim operation is 
highly desirable from a permanent an- 
tenna and transmitter site. The agency, 
however, rejected ABC’s proposal that 
the FCC’s chief engineer serve as an 
arbitrator to settle disputes among ap- 
plicants. 

The FCC told the network it would 
not be proper for ABC to participate in 
financing an interim operation because 
it might prejudice negotiations for terms 
in future affiliation talks. Also, the 
commission rejected ABC’s contention 
that the staff of any interim operation 
should not contain principals in any 
of the applicants. 


KTBS-TV tall tower approved 


The Federal Aviation Agency has 
approved the building of a 1,600-ft. 
tower for ch. 3 KTBS-TV Shreveport, 
La. The site is at the station’s present 
tower near Mooringsport, La., and will 
cost approximately $450,000. An ap- 
plication is being prepared and after this 
is granted and the tower, tallest in the 
South is built, KTBS-TV expects to in- 
crease its coverage from 22,000 to 33,- 
000 square miles. Station is an ABC- 
TV affiliate. 





Why can’t stations own piece of satellite? 
SEN. LONG’S POSER STARTLES HILL HEARING WITNESSES 


Why not permit the radio-television 
industry to participate in ownership of 
the communications satellite system the 
U.S. hopes to have in orbit within the 
next few years? 

Sen. Russell B. Long (D-La.) asked 
this novel question last week of wit- 

— nesses at a hear- 

‘ ing by his Sen- 
a t e Monopoly 
Subcom- 
mittee on a pro- 
posal by an in- 
ternational com- 
mon - carriers’ 
committee for 
private owner- 
ship of the sat- 
ellites ystem 
(AT DEADLINE, 





Sen. Long 


Oct. 16). 

The question startled some of the 
witnesses and dismayed others. 

Lee Loevinger, head of the Justice 
Dept.’s antitrust division, indicated he 
hadn’t thought of the possibility. But 
he said it might not be a bad idea, as 
a means of providing the system with 
the broadest possible ownership. 

FCC Chairman Newton N: Minow, 
somewhat taken aback, said he didn’t 
know of any broadcasters who want to 
participate. He also indicated he didn’t 
think they’d be any more interested in 
owning a share of the satellite than 
they are of owning AT&T cables. 

Omar Crook, chairman of the car- 
rier committee set up by the FCC to 
suggest a private ownership plan, dis- 
missed the idea out of hand. Direct 
point-to-point television via satellites 
“isn’t going to come in my lifetime,” he 
said. 

And when it does, he said, “we'll 
have a separate satellite devoted to tele- 
vision use.” 

Critical = Sen. Long was critical of 
the industry committee plan and 
the FCC’s approach in choosing only 
international common carriers to draft 
a private-ownership plan. “You have 
handled this in such a way,” he told 
Mr. Minow and the six other commis- 
sioners, that potentially competitive 
companies are barred. 

He said he suspects some companies 
probably feel that AT&T, which he said 
would wind up with 85% ownership 
and use of the system, is destined to 
dominate it and that, as a result, “they 
better stay out.” 

Some support for this view came 
from S. M. Barr, vice president of West- 
ern Union Telegraph Co., which was 
a member of the carrier committee but 
dissented from the majority view in its 
report. Mr. Barr said the committee’s 


plan would lead to domination by 
AT&T, and advocated the widest possi- 
ble ownership to guard against such 
a development. 

Sen. Long also said he wouldn’t be 
surprised if AT&T had brought pressure 
on “some of these people” to keep them 
out. He said he had no evidence of 
pressure, but mentioned the withdrawal 
by General Electric of its application 
to participate in ownership of any sat- 
ellite system established. 

Mr. Minow said he knew of no pres- 
sure and suggested that if Sen. Long 
does he should investigate. He said 
GE’s application was dismissed without 
prejudice and that the commission wel- 
comes GE’s thoughts on developing a 
satellite system. “If there’s any feeling 
that any company has not been given 
fair consideration, I’d like to hear about 
it,” he said. 


Competition Shut Out? = These com- 
ments did not satisfy Sen. Long, who 
said the commission might be discour- 
aging important competition. He said 
a separate corporation might be able 
to provide better and cheaper service 
if permitted to own the system and 
compete on that basis with existing in- 
ternational common carriers. 

The international common carriers’ 
plan, submitted by nine companies, is 
to create a non-profit corporation which 
would operate and manage the satellite 
system. The corporation would be 
owned by international carriers, but the 
government would be represented on its 
board by three directors. 

Mr. Minow protested that the FCC 
has reached no decisions, and that the 
FCC, in addition to the carriers’ plan, 
is considering ownership by a corpora- 
tion that would compete with the in- 
ternational carriers. Government own- 
ership also is a possibility, he said, 
adding that legislation would be re- 
requested if the commission considers 
this the most desirable solution. 

Sen. Long’s suggestion that broad- 
casters be allowed to participate in 
ownership of the system reflected his 
feeling that ownership should be broad- 
ened to include all interested parties, 
including aerospace companies, equip- 
ment manufacturers and the public. An- 
other reason, he indicated, is that “a 
lot of stations” are dissatisfied with 
cable rates and would like to have a 
voice in what’s being done about sat- 
ellites. 

Mr. Minow said he doesn’t know of 
any complaints. And Bernard Strass- 
burg, assistant chief of the Common 
Carriers Bureau, who appeared with 
him at the hearing, said cost studies 
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How a little bit of Scotch Tape strengthens your Mutual Radio package 
We can say it in just six words: Subsidiary of Minnesota Mining & Manufacturing 
Company. You'll find them on every roll of Scotch Tape and in every Mutual Broad- 
casting System ad, What do they mean? Just this: somebody out there like$ u$. Why 
this show of confidence by 3M Company? Look at Mutual’s advantage—421 local stations 
with one Mutual buy, authoritative news in depth, personalities, and a growth rate that 
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the all new—1961-62 


BROADCASTING 


"“One-book library of television and radio intormotion" 


YEARBOOK’ 


46 separate directories indexing 
the world of broadcasting 


4+. NEW size for easy handling and reference 


+ NEW thumb index, separating the six ma- 
jor business areas of broadcasting 


+ NEWLY designed departments, set-off with 
new easy-to-read type faces 


+ OLD price stands for your convenience 


+ 566 pages, 312 Ibs.—$4.00 each— 
LIMITED EDITION 


Compiled, edited and written by the same staff that pro- 
duces BROADCASTING—The Businessweekly of Television 
and Radio—serving the business of broadcasting since 1931. 


* Published every September 


BEE BROADCASTING 17% dessins srt uw. 


THE BUSINESSWEEXKLY OF TELEVISION AND RADIO Washington 6, D. C. 


() New Yearbook and the next 
52 issues of BROADCASTING Businessweekly—$11.00 


() 52 issues of BROADCASTING Businessweekly—$7.00 


C) New Yearbook only—$4.00 
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indicate that, “overall,” cable rates “are 
not out of line.” 

Satellite tv service = Mr. Minow, in 
answer to a question, said that “event- 
ually” radio and television will be 
among the “most important” users of 
a communications satellite. But he 
didn’t agree with the conclusion Sen. 
Long drew from this—that the broad- 
casters should have as much right to 
participate in ownership as the tele- 
phone companies. “We haven’t taken 
that view to date,” Mr. Minow said. 

The FCC, the Justice Dept. and Dr. 
E. C. Welsh, executive secretary of the 
National Aeronautics and Space Coun- 
cil, who also testified, were handicapped 
in commenting on the industry plan 
since the FCC proceeding in the matter 
is not closed. The deadline for filing 
comments is today (Monday). 

But the administration officials indi- 
cated that the industry plan is not 
likely to be adopted in its present form. 
Mr. Loevinger said the committee’s 
recommendations “are. not adequate to 
achieve the principles” laid down for 
ownership and operation of the satel- 
lite by the President and the Justice 
Dept. He said “its deficiencies are in 
its generalities and omissions.” Dr. 
Welsh said the plan doesn’t provide 
for “as wide a representative owner- 
ship as possible—it’s limited.” He added 
that the administration is considering 
a number of alternative proposals. 


And the commission, Mr. Minow 
indicated, in addition to reviewing the 
industry plan and the comments filed 
in connection with it, might open a new 
chapter in proposals for satellite own- 
ership. He said the commission might 
invite firms excluded from the carrier 
committee to form a group of their 
own to make recommendations. 


Macfadden to merge 
with Bartell only 


Macfadden Publications Inc., New 
York, has withdrawn a Securities & 
Exchange registration statement that 
would have merged Process Lithogra- 
phers Inc. and Bartell Broadcasting 
Corp. in Macfadden. Macfadden is a 
major stockholder of Process Lithogra- 
phers and Bartell owns a majority in 
Macfadden. 

Macfadden’s announcement on Nov. 
3 of withdrawal of the registration which 
proposed to issue $5.3 million indeben- 
tures and .stock, stated that the merger 
with Bartell will proceed. Terms of this 
merger call for an exchange of one 
share of Macfadden for each two shares 
of Bartell. A new SEC registration will 
be filed for this consolidation. 

It was understood that the three-way 
merger was called off because Process 
is not in a position to print Macfadden’s 
12 magazines, as originally planned. 
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LEE WOULD JERK IDLE VHFS 


FCC member elaborates on Dallas proposal, says 
he'll ask that unused vhfs go to non-broadcasters 


Commissioner Robert E. Lee said 
Friday (Nov. 10) that he will propose 
rulemaking to the FCC which will de- 
lete “withdrawn” and “unapplied for” 
vhf channels from the broadcast band 
and reserve them for non-broadcast use. 

Addressing the Manufacturers’ Radio 
Service of the National Assn. of Manu- 
facturers, Commissioner Lee said that 
the FCC must look outside the non- 
broadcast band to solve the clamor for 
additional frequency space for such 
users. “I have looked elsewhere for 
spectrum vacancies to alleviate these 
problems and focused attention upon 
the unused channels of the vhf tv 
bands,” he said. “I propose to. . . place 
on the commission agenda appropriate 
rulemaking to accomplish this purpose.” 
He did not say when. 

Expanding on an idea he first ex- 
pressed in Dallas (BROADCASTING, Oct. 
2), the commissioner said that the vhf 
channels removed in deintermixture 
proceedings and unused in other areas 
should be reserved for mobile radio. 
He said 2,000 circuits could be 
made immediately available for such 
use with the eight vhf channels to be 
deleted in pending rulemaking and 50 
unassigned channels. 

Under his proposal, mobile opera- 
tions on vhf would be permitted at dis- 
tances of over 150 miles from an exist- 
ing co-channel tv station and with a 
maximum power of 600 watts. “An in- 
teresting sidelight to operation in the 
manner that I have proposed is the 
fact that more protection would be af- 





Flu invasion 


The activity in FCC Chairman 
Newton N. Minow’s office slowed 
down considerably during the past 
10 days—but the blame cannot be 
placed on any lessening of interest 
in commission activities. 

Chairman Minow and several 
members of his personal staff have 
been out with flu and Mr. Minow 
missed last week’s meeting. He 
returned to work last Thursday 
(Nov. 9) to testify before a Senate 
subcommittee on space communi- 
cations (see page 66). Others in 
the chairman’s office who have 
missed work because of flu are 
Tedson Meyers, administrative 
assistant; Joel Rosenbloom, legal 
assistant; two secretaries, and a 
messenger. 
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forded to tv stations now operating than 
is presently afforded by co-channel tv 
stations,” Commissioner Lee main- 
tained. 

Tv Concern = He conceded that tv 
licensees “could be greatly concerned 
by my proposal. However, I see no 
need for any apprehension.” The com- 
missioner said the following advantages 
would accrue for tv: 1. The immediate 
need to shift all ty to uhf would be 
lessened “but by no means removed” 
by relieving the crowded situation in 
mobile services. 2. If non-broadcast 
users are fitted into vhf, the likelihood 
of any appreciable channel shifting to 
satisfy tv requirements would be signifi- 
cantly lessened. 


“Certainly, from the standpoint of 
the broadcaster, it should be preferabie 
to share a channel with low power radio 
devices than with high power tv stations 
at standard or sub-standard spacings,” 
Commissioner Lee told the manufac- 
turers. 


The commissioner said that non- 
broadcast services have been treated as 
a step child by the FCC. He said 
stacking, congestion and mutually de- 
structive interference are the rule 
rather than the exception in such serv- 
ices. Solutions to the problems cannot 
be found in further compressing the 
non-broadcast bands, Commissioner 
Lee said-in pointing his finger at vhf. 

A future move of all tv to uhf would 
open chs. 2-13 for efficient” uses by 
non-broadcast services, he stated in dis- 
closing a plan for such fallow vhf space. 
He said that he would reserve chs. 2-8 
for safety and special radio services and 
chs. 9-13 for common carriers. “It 
should also be obvious that by provid- 
ing new bands of frequencies for these 
non-broadcast services, the congestion 
in other bands can be greatly relieved,” 
he said. 


Short-term licenses 
given to WBRO, WSME 


Two more stations—WBRO Waynes- 
boro, Ga., and WSME Sanford, Me.— 
received public reprimands from the 
FCC last week. They got short-term 
license renewals. 

In both instances, the commission 
said the licensees’ program perform- 
ances had not matched their promises 
and that they had not fulfilled 
their responsibility to the public. The 
seriousness was compounded because 
both WBRO and WSME are the only 





“Our live 
TV show on 
WSUN is in its 
3rd year... 
the reason... 


RESULTS!” 





This is how Charlie Cheezem, Realtor, 
Builder and Developer of Florida's 
leading West Coast Retirement Home 
Development feels about WSUN-TV, 
Tampa-St. Petersburg, Florida. 


“Our 8 salesmen at Ridgewood 
Mountain Village make it a 
point to learn where our cus- 
tomers come from. Our weekly 
half-hour Community Sing 
program on WSUN-TV is over 
2 years old, and has consist- 
ently been one of our best ad- 
vertising investments.” 


Ratings vary from survey to survey; 
the true yardstick is SALES! Dollar 
for dollar by any survey, your best 
Tampa - St. Petersburg buy 





Natl. Rep: VENARD, RINTOUL & McCONNELL 
S.E. Rep: JAMES S. AYERS 
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stations in their respective cities, the 
FCC said. 

WBRO was granted a license renew- 
al for only 15 months instead of the 
normal three-year period. In a letter 
accompanying the renewal, the FCC 
said WBRO had failed to broadcast any 
programs whatever under the classifi- 
cation of education, discussion and talk. 
The limited license was granted, the 
commission said, on the basis of the 
station’s efforts to enlist the assistance 
of qualified personnel in presenting 
such programming. 

WSME received an 18-month re- 
newal. The commission questioned the 
station’s reasons for changing to a mu- 
sic and news format. Defending itself 
against FCC charges that it carried no 
education, talks, public service or live 
programming, the station said its pro- 
gramming consisted of 60 one-minute 
segments per hour rather than the 1414 - 
minute divisions of the renewal form. 
Therefore, WSME maintained, its pro- 
gramming in the questioned areas did 
not show up in the composite week. 

The commission countered, in a let- 
ter explaining its action, that WSME’s 
analysis is defective in evaluating past 
service and cannot be compared with 
proposals made. For example, the FCC 
said the station equated non-commer- 
cial spots with public service programs 
although there is a substantial differ- 
ence between announcements and pro- 


s. 

WSME was given a pat on the back 
for programming substantial public 
service offerings since the agency ques- 
tioned the outlet’s renewal application. 

Commissioners Rosel H. Hyde and 
T. A. M. Craven dissented to the send- 
ing of the letters to WSME and WBRO 
but concurred in granting the short- 
term renewals. 





Proposed KBOM findings 


KBOM _Bismarck-Mandan, 
N. D., last week asked the FCC 
for “censure and reprimand” but 
pleaded that its license not be re- 
voked. The station did not rec- 
ommend what form such a repri- 
mand should take in proposed 
findings submitted in the commis- 
sion’s license revocation proceed- 
ings against KBOM. 

The Broadcast Bureau main- 
tained the only conclusion possi- 
ble is that the station’s license be 
revoked because of an unauthor- 
ized and deliberately concealed 
transfer of control, misrepresen- 
tation and “deceitful acts” by the 
licensee, Mandan Radio Assn. A 
hearing was held at Bismarck last 
summer in the case (BROADCAST- 
ING, July 24). 














AT&T OFFERS CUT RATES FOR ETV 


Economy service to etv peeves some commercial operators 


AT&T last week decided to help a 
worthy cause. The giant Bell system 
parent submitted to the FCC a schedule 
of interconnection rates for educational 
tv that is considerably below the tariff 
charged for commercial tv networking 
(CLoseEp Circuit, Oct. 30). 

The non-commercial educational tv 
tariff is scheduled to become effective 
Dec. 7 unless it is protested by inter- 
ested parties or suspended by the FCC 
itself. 

It provides for a monthly charge of 
$27.50 per airline mile for a single 
video-audio channel for a full 24 hours 
between locations over 25 miles apart. 
For local service, where two connec- 
tions are less than 25 miles apart, the 
monthly educational rate is $15 per 
quarter mile. 

Commercial intercity rates run $35 
per airline mile for a video-only chan- 
nel for the first eight hours of use; local 
rates run $20 per quarter mile for the 
same service. 

Although the rates brought joy to 
educational broadcasters—and raised 
the eyebrows of commercial telecasters 
—AT&T officials warned that the two 
services are not to be strictly compar- 
able. 

The educational service, it is empha- 
sized, is a stripped-down version of net- 
working that the regular broadcaster 
wouldn’t dare accept. Educators will 
get no monitoring, no switching, no 
special supervision and no standby cir- 
cuits—all vital in commercial intercon- 
nections. 


No Comment = Although network 
officials had no formal comment on the 
etv rates, one authority said his personal 
view is that commercial broadcasters 
should have the right to use the service 
on the same rates and conditions as 
educational stations—if they want to. 

“Nobody wants to stand in the way 
of educational television,” he said, “but 
I don’t see how AT&T can offer one 
class of service to one group without 
making it available to all. The service 
AT&T proposes for the educational sta- 
tions is not good enough for long-haul 
commercial networks, but it is perfectly 
good enough for short-haul hookups, 
and if commercial stations want to use 
it on that basis, I can’t see why AT&T 
shouldn’t permit it.’ 

The question whether AT&T can 
limit this service to educators only al- 
ready has been raised within the FCC 
itself. Although staff officials admitted 
they weren’t sure of the answer, they 
agree that in theory common carriers 
propose a type of service which is sup- 
posed to be available to all who may 
wish to use it. On the other hand it was 


pointed out, there are services offered 
to specialized users (government, press, 
etc.) 

Whether AT&T can restrict the new 
tv interconnection service to educators 
presumably will be answered by the 
FCC itself. And there is strong support 
among the commissioners for helping 
educators in any way possible. 


Etv Rates » The monthly rate for 
local etv service is divided into two cate- 
gories: 

Between buildings on the same prem- 
ises, the charge per tenth of a mile is 
$6 for the first channel, $2 for the 
second channel, $1.20 for the third and 
fourth channel, and 80 cents for the 
fifth and sixth channel. 

Between separate premises no farther 
apart than 25 miles, the charge per 
quarter mile is $15 for the first chan- 
nel, $5 for the second channel, $3 for 
the third and fourth channel and $2 for 
the fifth and sixth channel. Added to 
this are charges for channel input equip- 
ment (per signal source), channel out- 
put equipment (per receiving location) 
and outlet connections (per receiving 
location). For channel input equipment, 
the monthly charge runs $40 for the 
first channel, $30 for the’ second chan- 
nel, $25 for the third and fourth chan- 
nel and $12.50 for the fifth and sixth 
channel. For channel output equipment, 
the charges are $7.50 for the first chan- 
nel and $5 each for the second to sixth 
channels. Outlet connections, which 
are optional, are at the rate of $15 for 
a distribution amplifier and $1.25 for 
each outlet. 


Intercity Rates = Intercity connections 
(over 25 miles) for etv apply on an air- 
line mile basis. The monthly charges 
are $27.50 for the first channel, $12.50 
each for the second and third channels 
and $10 each for the fourth and fifth 
channels. To this is added $8 monthly 
for channel output suppression arrange- 
ments and $12.50 for a channel output 
at a receiving location. Both the last 
two charges are optional. 

Although commercial intercity con- 
nection charges begin at $35 per airline 
mile, this is for video only and does not 
include charges for audio circuits, sta- 
tion connections and local loop. 

A comparison between two etv sta- 
tions 26 miles apart and two commer- 
cial stations the same distance apart 
indicates that the educational stations 
would pay over $400 per month for the 
interconnection, while the commercial 
broadcasters would pay over $4,000 a 
month. This is based on 24-hour, 
7-days-a-week service—or a ratio of 
10 to 1. 

In practice, however, commercial sta- 
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AMF Announces 
its 1961,°1000 Awards 
for Broadcasting and Journalism 
in the field of 
Physical Recreation 


Established by AMF last year in cooperation with the National Recreation Association, “The AMF 
Awards for Outstanding Reporting in the Field of Physical Recreation” honor journalists and broad- 
casters who help create better understanding of projects in physical recreation, and who help focus 
attention on individuals or groups active in this area. An award of $1000 is made for work in each 
of four categories: newspapets, magazines, radio, and television. 

These four annual $1000 awards highlight the importance of physical recreation to the strength 
and well-being of the United States and the world. Presentation of these 1961 awards will be made 
in June, 1962 — National Recreation Month. 


Here are the 1960 Winners 


Magazine: Sports Illustrated (President John F. Kennedy’s 
article, “The Soft American”) 

Radio: Radio Station KXOK, St. Louis, Mo. ($1000 to author 
Wayne C. Kennedy for a series of six daily spot 
announcements concerning recreation programs) 

Newspaper: Charleston Daily Mail, West Va. ($1000 to editor 
J. D. Maurice, and reporters Charles Connor and 
Jack Greene for a series of articles and editorials 
dealing with a special recreation levy) 

Television: CBS-TV ($1000 to producer Peter Molnar and Paul 
Levitan for the 1960 coverage of the Winter and 
Summer Olympics) 


HERE’S HOW TO ENTER YOUR WORK OR A COLLEAGUE’S: to obtain your nominee card and personal entry 
blank, with details, write to AMF today. All entries for work published or broadcast during 1961 must 
be received by March 15, 1962. 


AMF Awards Am®) American Machine & Foundry Company 


261 Madison Avenue, New York 16, New York 
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Contrary to the movie vs. tv ten- 
sions which have popped up on oc- 
casion elsewhere in the country, 
theatre owners in the Wisconsin and 
Illinois coverage area of WREX-TV 
Rockford, Ill., have spontaneously 
come to the aid of the station in its 
fight to retain vhf ch. 13 and to keep 
from being moved into uhf as pre- 
posed by the FCC. 

The moviemen not only have been 
successful users of tv advertising on 
WREX-TV, but they also were con- 
cerned about the loss of community 
service given by WREX-TV to their 
areas, according to Joe Baisch, vice 
president and general manager of 
the station. 

During the past three weeks a total 
of 15 theatres in as many cities have 
run their own film trailers explain- 
ing the FCC proposal and warning 
that if made final it would result 
in the loss of the WREX-TV service. 
The theatre managers on their own 
initiative made the trailers, set up dis- 
plays in their lobbies and collected 
signatures from their patrons on pe- 





Theatres aid WREX-TV in fight against loss of vhf channel 


titions which protest the commis- 
sions’ plan to move the vhf station 
into uhf. 

Some managers also took to the 
streets in their communities during 
the daytime hours to solicit the sig- 
natures of businessmen, Mr. Baisch 
said. The petitions will be part of 
WREX-TV’s comments before the 
FCC, due Dec. 4. 

Mr. Baisch said thousands of sig- 
natures have been turned in to him 
by the theatremen from each of the 
communities. He described the grass 
roots response as “heartwarming.” 

Unexpected = The voluntary movie 
support began very unexpectedly in 
early October when Mr. Baisch was 
explaining a new joint tv advertis- 
ing campaign to the movie group, 
he recalled. One of the movie ex- 
hibitors inquired about the possible 
effect of the FCC deintermixture 
proposal and during the discussion 
that followed Mike Pullen, president 
of the Independent Theatre Owners 
of Illinois and operator of the Hub 
Theatre in Rochelle, Ill., offered his 


theatre screen and services to tell the 
public what was taking place. Other 
exhibitors quickly joined in and they 
worked out the educational campaign 
completely on their own, Mr. Baisch 
said. 

For the past several years WREX- 
TV has produced standing-room-only 
audiences for the local theatres by 
special advertising promotions for 
certain films. The films in each case 
were booked into all the theatres on 
the same play dates through arrange- 
ment with the distributor. Tie-in 
contests and other merchandising 
promotions have been worked out 
by WREX-TV for these events in 
addition to the saturation tv spot 
campaigns. 

Mr. Baisch last week also reported 
that city councils, mayors and city 
managers in more than “three score 
communities within the WREX-TV 
coverage area have unanimously tak- 
en actions protesting the FCC pro- 
posal.” All feared loss of valuable 
news, weather, agricultural and enter- 
tainment features, he said. 








tions use 15 to 16 hours daily. This 
would reduce the difference to some- 
thing nearer two to one, it’s estimated. 

In announcing the etv rates, AT&T 
said that its Southern Bell Telephone & 
Telegraph Co. is already providing 
interconnection facilities for a statewide 
etv system in South Carolina serving 67 
schools in 21 counties, and that its 
Chesapeake & Potomac Tel & Tel pro- 
vides service to 44 schools in the Wash- 
ington County, Maryland (Hagerstown), 
school system. 


AFTRA takes to leaflets 
again after NLRB ruling 


American Federation of Television 
& Radio Artists, whose strike against 
KFWB Los Angeles entered its fifth 
month Saturday (Nov. 11), has re- 
sumed distributing leaflets against re- 
tail outlets of KFWB’s advertisers, fol- 
lowing National Labor Relations Board 
ruling that such activity is legal. 

NLRB, in a case involving local 662, 
radio & television engineers division of 
International Brotherhood of Electrical 
Workers, and WOGA Chattanooga, 
held that union distribution of “do not 
patronize” leaflets in front of a WOGA 
advertiser did not violate the secondary 
boycott provision of the Landrum- 
Griffith Act (BROADCASTING, Nov. 6). 
Ruling was handed down Friday, Nov. 
3, in Washington, D.C. AFTRA re- 
sumed its campaign in Los Angeles 
Monday, Nov. 6. 
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COMMENTS ON FM 


PROPOSALS VARY 


NAB, Meredith are in favor; engineers, Multiplex opposes 


Early comments showed mixed reac- 
tions to the FCC’s proposal to make 
drastic changes in the rules governing 
fm allocations and operations. 

NAB expressed “general” approval 
of the proposed rules. Meredith Broad- 
casting Co. said it is “wholeheartedly 
in favor.” On the other side, the Assn. 
of Federal Communications Consulting 
Engineers used such words as “uneco- 
nomical” and “unrealistic” in denounc- 
ing the proposal. Multiplex Co. said it 
it “undemocratic.” 

Last July, the commission asked for 
comments on (1) an overall plan of 
new fm station assignments based on 
minimum mileage separations; (2) es- 
tablishment of a new class commercial 
fm station (there presently are two 
classes); (3) assignment of specific 
channels to the three classes, plus two 
educational classes (there now is only 
one); (4) such technical topics as sig- 
nal ratios, polarization, directional an- 
tennas and receiver efficiency, and (5) 
am-fm duplication (BROADCASTING, July 
3). Comments are due today. 

In a 43-page statement, NAB said 
the mileage separation principle would 
ensure efficient use of each channel, 
help prevent interference and provide 
the commission with a guide for future 
assignments. The association also en- 


dorsed the proposal for three classes of 
fm stations and urged maximum power 
limitations, with maximum as well as 
minimum separations to preclude a 
“potential for wasted space.” 

Whatever changes are made, NAB 
said, consideration must be given to 
their effect on existing stations. Am-fm 
duplication should not be prohibited, 
NAB added. 

The present allocation of fm chan- 
nels on a case-by-case basis is too cum- 
bersome and results in lengthy hear- 
ings, NAB said in endorsing the FCC 
plan for mileage separations. The NAB 
comments were prepared by a special 
five-man committee headed by Ben 
Strouse of WWDC-FM Washington. 
Other members were Allen T. Powley, 
WMAL-FM Washington; Ogden Prest- 
holdt, CBS New York; Harold I. Tan- 
ner, WLDM-FM Detroit, and William 
Tomberlin, KMLA-FM Los Angeles. 

Opposite Viewpoint = The consulting 
engineers said it is necessary to allo- 
cate fm to protect a contour of a par- 
ticular field intensity rather than to 
devise an unrealistic and uneconomical 
form of protection through minimum 
mileage separations. Such a plan dis- 
regards the vital factor of terrain varia- 
tions, AFCCE maintained. 

Fixed minimum distances thwart 
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A second sun: made in U.S.A. 
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The sun produces energy through nuclear fusion—a gigantic 
hydrogen explosion that has been going on for more than 500 
million years. We may duplicate it. Scientists at Princeton 
University are experimenting with a Ste/lerator to attain con- 
trolled nuclear fusion that will produce endless energy from 
the hydrogen in sea water. The Stellerator is supported by 
17 USS Quality Forgings that could be made from only one 
material—a new, non-magnetic Stainless Steel called Tenelon, 
developed by United States Steel. 


Although the Stellerator is strictly experimental, there would 
be no nuclear programs of any type without steel. The very 
heart of an atomic generating plant—the reactor vessel—must 
be steel, whether it’s the power plant of a nuclear submarine 
or a commercial generating station. In addition to the reactor, 
the power station literally bristles with tons of special steels 
developed in the laboratories and produced in the mills of 
United States Steel. If nuclear power is the door to America's 
future, the key is steel. America grows with steel. 

USS and Tenelon are registered trademarks 






































United States Steel 
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The first tryout of an east coast 
defense network, using fm stations 
only, took place in the early morning 
hours of Nov. 5 and, according to 
observers, “proved the feasibility of 
linking the east coast on an off-the- 
air, fm network.” 

The 50-minute exercise, arranged 
through the National Industry Ad- 
visory Committee, interconnected al- 
most 100 fm stations from Florida 
to Maine. Originating stations were 
WVCG-FM Coral Gables, Fila.; 





Fm defense network termed success 


WWDC-FM Washington, D.C., and 
WMTW-FM Poland Spring (Mt. 
Washington), Me. Cooperat- 
ing were state emergency fm net- 
works in all states along the east 
coast. 

The test was coordinated by John 
T. Rutledge, WHOO-FM Orlando, 
and James L. Howe, WIRA-FM 
Fort Pierce, both Florida; Ben 
Strouse, WWDC-FM, and Carleton 
D. Brown, WITVL-FM Waterville, 
Me. 








maximum use of channels and _ sub- 
jugate the public interest for the sake 
of administrative convenience, the as- 
sociation charged. Fixed minimum sep- 
arations will for all practical purposes 
eliminate any further expansion of fm 
in metropolitan areas, the engineers 
said. 

The association could see “no useful 
benefit” in the proposal to establish a 
new class fm station but recommended 
that a new zone be included in the 
rules, thus: Zone 1A, same as tv Zone 
I; Zone 1B, in California from Mexi- 
can border to the 40th Parallel; Zone 
II, all other land areas. A continued 
use of a protected contour of 1 mv/m 
would foster fm in the big cities and in 
rural areas, where economics rather 
than spectrum scarcity limits the num- 
ber of stations, AFCCE said. The pres- 
ent system of station and channel desig- 
nations should be retained, according 
to the engineers. 

A study of fm applications pending 
Aug. 1 showed that only 8 of 49 could 
be granted under minimum mileage 
separations proposed, the association 
said. “The notice of inquiry is so writ- 
ten that it is not possible for existing 
stations or applicants to assess the effect 
upon them,” AFCCE maintained. 


Undemocratic = Donald J. Lewis, 
president of Multiplex Co., New York, 
said that the FCC’s Plan I (realloca- 
tion throughout the nation) is undem- 
ocratic in that it will provide for an 
“economically elite” group of high 
powered stations (100 kw). The ad- 
vantages of the present rules are that 
stations can be fitted in where needed 
and therefore the FCC should consider 
its alternate Plan 2, involving less 
sweeping changes. 

Meredith, licensee of KOMO-FM 
Kansas City and WOW-FM Omaha, 
said fm allocations should be placed 
on an orderly basis to assure wise and 
efficient development. Therefore, Mere- 
dith said, it particularly favors the plan 
for Class C stations with 100 kw maxi- 


mum. 
WIBF (FM) Jenkintown, Pa., a Class 
14 


A station restricted to 1 kw, said that 
it is experiencing signal intensity diffi- 
culties because of the low power. WIBF 
maintained that it and other Class A 
stations in metropolitan areas (Jenkin- 
town is adjacent to Philadelphia) should 
be authorized to operate with higher 
power to compete successfully with 
Class B stations. 


Clear channels reply, 
defending status quo 


Replies to comments on the FCC’s 
order breaking down or duplicating 13 
of the 25 clear channel stations dealt 
mainly with specific frequencies (BROAD- 
CASTING, Oct. 23). Comments re- 
questing the FCC to reconsider its de- 
cision and make certain frequency 
changes and reservations were chal- 
lenged by stations with a stake in main- 
taining their allocation assignments. 

Clear Channel Broadcasting Service 
made point-by-point reply to many of 
the petitions of non-member stations. 
It also opposed the request of the Na- 
tional Assn. of Educational Broadcast- 
ers that the FCC reserve two Class II- 
A frequencies for educational use. 
CCBS again asked the FCC to authorize 
clear channel stations to operate with 
frequencies greater than the present 
maximum of 50 kw. 

WCCO Minneapolis and KFMB San 
Diego both opposed the plan of KBIG 
Avalon, Calif., to shift KFMB from 
760 ke (proposed by the FCC) to 830 
ke. WCCO pointed out that it is the 
dominant station on 830 and termed 
KBIG’s proposal untimely, without 
merit. and a rehash of previous argu- 
ment. KFMB said it deserves consider- 
ation because of its dislocation under 
the U.S.-Mexican treaty, and said that 
little interference will result to KBIG 
if KFMB goes to 760 kc. KFWB Los 
Angeles (980 kc) opposed WJR De- 
troit’s suggestion that KFMB be as- 
signed 1000 kc on technical grounds. 

WOI Ames, Iowa, protested those 
portions of the comments of KFI Los 
Angeles which asked the FCC to de- 





lete from its report the segment having 
bearing on WOI’s presunrise operation. 

KXL Portland, Ore., asked the FCC 
to classify 750 kc as a Class II-A fre- 


quency assigned to Oregon. It took 
issue with the comments of WSB At- 
lanta, dominant station on that frequen- 
cy, which had argued that it would 
cover white areas if authorized to op- 
erate with “superpower.” KXL called 
WSB’s point of view “parochial” and 
said its solution would aid the South 
but would not be of nationwide bene- 
fit. 


Crosley opens fight 
to keep WLWI (TV) 


Crosley Broadcasting Co. announced 
last week that it “will vigorously prose- 
cute all its legal remedies both before 
the FCC and in the courts . . .” to re- 
tain authority to operate WLWI (TV) 
(ch. 13) Indianapolis. 

The commission has voted 4-2 to 
rescind its 1957 grant of ch. 13 to 
Crosley, and award the channel to 
WIBC Indianapolis (BROADCASTING, 
Nov. 6, Oct. 30). WIBC was favored 
on the diversification issue primarily be- 
cause of Crosley’s ownership of three 
other tv stations in Ohio. 

James D. Shouse, chairman of Cros- 
ley, said his firm would ask the FCC to 
stay its order that WLWI go dark Nov. 
30, and to reconsider the grant to 
WIBC. He pointed out the commis- 
sion decision “involved not a single 
criticism of Crosley’s record of per- 
formance in Indianapolis” and refused 
to consider the performance of WLWI 
for the past four years. 

Mr. Shouse said the FCC found that 
a- grant to Crosley, which has no other 
Indianapolis communication interests, 
would not result in concentration but 
still favored WIBC Inc.—a 50 kw am 
station whose owners also have a 30% 
interest in the Indianapolis Star and 
News. “There were no new factors con- 
sidered by the commission,” he stated 
in pointing to changes in FCC members 
since the 1957 grant. 


Pay-tv argument postponed 


Argument on pay tv before the U.S. 
Court of Appeals for the District of 
Columbia, scheduled for Nov. 9, was 
postponed to Dec. 1 last week follow- 
ing a request by Marcus Cohn, counsel 
for the Connecticut Committee Against 
Pay Tv. Mr. Cohn’s mother died earlier 
in the week. All parties to the argu- 
ment agreed to the continuance. The 
Connecticut group, representing theatre 
owners in the Hartford area, is seeking 
to overturn the FCC’s 1960 decision 
granting RKO General Inc. permission 
to run a Phonevision pay tv operation 
for three years over its WHCT (TV) 
in Hartford. 
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No matter what your field in elec- 
tronics, having a working knowl- 
edge of plasmas is greatly to your 
advantage. Why? Because plasmas 

are becoming increasingly important 
in electronics research and application. 





Think of the major new developments in more than 15 definitive papers 
this field. Scientists are using gaseous covering the following areas 
plasmas to convert heat directly into elec- of plasma research 


tricity. Will this affect your work? Of course 
it will! Others are designing new vacuum pumps, 
again with gaseous plasmas helping to increase effi- 


and application: 


ciency. Do you see the impact this will have on vacuum 1 Fundamental plasma processes 
tubes, on a whole host of electronics products? 2 Applications to communications 
Much specialized research has been done on gaseous ‘ " 
plasmas in the last few years. Much mote is being planned. To 3 Electric power generation 
catch up with it, you’d have to read a mass of technical : 
papers, weed through conflicting theories, and often find at 4 Propulsion systems 
the end that the research is not pertinent to your work at all. 5 Low density plasma explora- 
Realising this .. . tions 
Proceedings of the IRE devotes its entire December issue : te : 
to a survey of plasma research and findings to date... S prea ae agi amplification of 
More than 15 technical papers, each one written by an au- OSCHIAUONS IN Plasmas 


thority, will spell out what plasmas are, how they behave, 
what they can do. Guest editor is Dr. E. W. Herold, Vice 
President, Research, Varian Associates. 


Every special issue: of Proceedings in the past The Institute of Radio Engineers 
has remained a definitive reference work for years. 1 East 79th Street, New York 21 


Many were so!d out almost immediately. If you 


7 Diagnostic procedures 





are not a member of the IRE, make sure of your Please send me the December 1961 issue of Proceedings of the IRE, 
copy of the December special issue on plasmas by containing a survey of the research carried out on plasmas, 
sending in the coupon immediately. [] Enclosed is $3.00 (for non-members only).* 


Enclosed is company purchase order. 
*Extra copies to IRE members, $1.25 each (limit: 1 extra to a 















ber). 
Proceedings of the IRE erat 
1 NAME. 
The Institute of Radio Engineers COMPANY, 
1 East 79th Street, New York 21 ADDRESS. 
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FTC ‘Ad Alert’ mailed to stations 
PUBLICATION OF CONTESTED ADS BLESSED BY FCC 


A new government publication, Ad- 
vertising Alert, was mailed to all broad- 
cast licensees—as well as other adver- 
tising media—to “assist” them in ful- 
filling their obligations to refrain from 
airing fraudulent and deceptive adver- 
tising. 

The first issue of the circular, pre- 
pared by the Federal Trade Commis- 
sion, was accompanied by a letter from 
the FCC which said Alert will help li- 
censees recognize false and misleading 
ads. 

Advertising Alert will be sent regu- 
larly to all media (CLosED CiRcuiT, 
Nov. 6). It discusses current adver- 
tising problems and lists (1) all liti- 
gated cases in which FTC orders have 
been issued; (2) those in which consent 
decrees have been entered, and (3) 
cases in which official FTC complaints 
have been issued. 

In its letter, the FCC noted that if 
a station is carrying advertising which 
is the subject of a complaint, the li- 
censee “should realize that . . . a ques- 
tion has been raised as to its propriety 
and he should therefore exercise par- 
ticular care in deciding whether to ac- 
cept it for broadcast.” When the FTC 
has issued an order against a certain 
ad it means a formal determination has 
been made that it is false or deceptive, 
the FCC pointed out. 

And, the commission warned, should 
an instance come to its attention where 
a licensee has carried advertising sub- 
ject to a final FTC order or consent 
decree “serious question would be 
raised as to the adequacy of the 
measures instituted and carried out by 
the licensee in the fulfillment of his 
responsibility. . . .” The FCC said 
Advertising Alert should help licensees 
recognize questionable enterprises not 
listed in the bulletin and that licensees 
should bring them to the attention of 
the FTC. The fact that a particular 
product or advertisement has not been 
the subject of FTC action in no way 
lessens the broadcaster’s responsibility 
to ascertain the legitimacy of claims 
aired, the FCC said. 

“In this regard . . . licensee responsi- 
bility is not limited merely to a review 
of the advertising copy submitted for 
broadcast but the licensee has the ad- 
ditional obligation to take reasonable 
steps to satisfy himself as to the re- 
liability and reputation of every pro- 
spective advertiser,” the commission 
stressed 


The lead article of the first Adver- 
tising Alert concerned the rise in “flam- 
boyant and false” advertising of home 
food-freezer plans. Alert also told of 
FTC plans to keep a close watch on 


advertising claims for fall-out shelters 
(BROADCASTING, Oct. 23). Specific ads 
mentioned in the first complaint cover 
everything from furs to a skin cream 
which it was claimed would rejuvenate 
the user’s skin for “natural, youthful- 
looking beauty.” 


OPTION TIME REPLIES 


Arguments cover pros, cons 
on scope of FCC’s inquiry 


An argument over the scope of the 
FCC’s renewed option time case fea- 
tured reply comments filed with the 
agency last week. Option time foes 
KTTV (TV) Los Angeles and Ziv- 
United Artists Inc. maintained the com- 
mission must go beyond the question of 
continuation of option time, but the 
three tv networks and their affiliates 
said issues raised by the opponents are 
wholly extraneous and should not be 
considered. 

The FCC’s order cutting option time 
from 3 to 2% hours per daily time 
period was remanded by the U. S. Court 
of Appeals last spring at the request 
of the agency. Original comments were 
filed early last month (BROADCASTING, 
Oct. 9) after the FCC first said it would 
not accept replies. However, the agency 
acceded to many requests and ordered 
that reply comments would be consid- 
ered. Oral argument is scheduled for 
this Friday (Nov. 17). 

KTTV maintained last week that any 
new rules must prohibit all forms of ex- 
clusive arrangements, not merely the 
forms now in existence. 

Ziv-UA said that the FCC must en- 
sure that non-network program sources 
will have access to a “reasonable 
amount” of prime time viewing. Ziv 
charged that the networks are seeking 
to prevent a full presentation of the 
facts and that a commission rule limit- 
ing network programming is necessary 
to increase competition. 

The Other Side = CBS maintained 
that the FCC’s failure to close the door 
on KTTV-Ziv arguments is “disruptive” 
of orderly consideration of option time. 
The network said that opponents ignore 
factual findings of the commission in a 
1960 order concluding that option time 
is in the public interest. The CBS affil- 
iates organization charged that the real 
object of the attack is not time option- 
ing but networking itself. 

Probability of a court appeal was an- 
nounced by ABC if the commission 
goes outside the scope of its rulemaking 
order. ABC affiliates said the “self-serv- 
ing proposals” of the minority already 
have been rejected by the FCC and 
should not be reconsidered. 








WNTA-TV sale delayed 


A three-judge federal court in 
Washington last week stayed the 
WNTA-TV New York sale to a 
New York educators’ group. The 
court appeals panel ordered the 
FCC grant last month to be held 
up until a New Jersey appeal has 
been argued and decided. The 
state of New Jersey through its 
governor, has asked the court to 
reverse the FCC action on the 
ground that the ch. 13 station was 
being moved from Newark, N. J., 
to which it is officially assigned, 
to New York. The educational 
group was paying $6.2 million for 
the NTA-owned facility. The stay 
was ordered by District of Colum- 
bia Circuit Judges Wilbur K. Mil- 
ler, E. Barrett Prettyman and Wal- 
ter M. Bastian. 











NBC said that proposals to establish 
“protected times” for non-network pro- 
gramming are “patently anti-competi- 
tive and contrary to the public interest.” 
The network’s affiliates said such pro- 
posals are far more restrictive than op- 
tion time and that proponents of such 
plans are attempting to “fence out for 
themselves” large preserves of prime 
time. 


Drive to end hearing 
affects FCC, networks 


Attorneys and statisticians for the 
FCC and the networks are working 
under a crash program to be prepared 
for the final phase of a public hearing 
in the agency’s network programming 
investigation. 

The hearing is scheduled to start in 
Washington Jan. 9 before the FCC en 
banc and network officials are to testify 
for the second time during the long in- 
quiry. The series of public hearings be- 
gan in May 1959 and has continued 
sporadically in Washington, New York 
and Los Angeles. 

The current crash program was 
brought on by the FCC’s desire to 
close the record by the end of January 
1962. To prepare for the Jan. 9 hear- 
ing, FCC Study Staff Chief Ashbrook 
Bryant has asked the networks to sup- 
ply large quantities of information and 
statistics 10 days before the hearing be- 
gins. The networks have pleaded un- 
Officially that too great a burden has 
been placed on them to gather the re- 
quested material. They have indicated 
that there is a strong possibility they will 
not be able to furnish the information 
by the deadline and that a postponement 
of the hearing—or a cutback in the re- 
quired material—will be requested. 
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INTERCONNECTING AND POOLING: 


GIANT CONNECTING LINKS—KEY TO 
VAST POWER TODAY AND FOR THE FUTURE 


America has such links right now, due to the 
foresight of the investor-owned electric light and 
power companies. With many more to come—fast. 


The investor-owned companies are well un- 
der way with a giant program of power trans- 
mission expansion. This program includes new 
ultra-high voltage lines—among the most power- 
ful in the world—and it will be ready to meet any 
demand for electricity, anywhere in the nation. 


America’s investor-owned electric companies 
pioneered in interconnecting transmission lines 
and pooling power sources more than 40 years 
ago. Today, their transmission networks are in 
every section of the country. These networks 
include 280,000 miles of lines, connecting billions 
of dollars worth of plants. 


The new plants and lines are being built 
through an over-all plan that means all can work 
together. Still more communities... bigger areas 
... States and groups of states... will share in the 
benefits of “power pools.” The new heavy-duty 


Investor-Owned Electric Light and Power Companies | 


Company names on request through this magazine 
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ultra-high voltage lines will link pool to pool in 
the most flexible and resourceful power system 
the world has ever known. 


The networks can relay electricity from New 
England to Texas, if need be. From the tip of 
Florida to the Great Lakes. Almost anywhere. 


Such pooling helps keep rates low, because 
all users in a pool can benefit from the savings 
of the newest, most efficient plants. Service be- 
comes still more dependable; if one plant is shut 
down by an emergency, others can instantly send 
power in. 


Interconnecting and Pooling of power, on an 
ever-growing scale, is another example of per- 
formance and planning by the investor-owned 
electric light and power companies. 

It is just part of their nationwide program — 
to increase America’s electric strength. 


The nation can depend on these companies. 
They will be ready to meet all the additional 
power needs of the future. 
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DESILU IN SYNDICATION 


Desilu Sales Inc. gets in the swim to syndicate, 
will do Arnaz shows, but available for others 


Desilu Sales Inc. has been organized 
as a wholly-owned subsidiary of Desi- 
lu Productions, to handle syndication of 
$30 million worth of current program 
inventory, including immediate distri- 
bution abroad of The Untouchables, 
Desilu President Desi Arnaz announced 
Friday. Richard W. Dinsmore, western 
sales manager for Screen Gems, has 
left that post to become vice president 
and general manager of Desilu Sales, 
of which Mr. Arnaz will be president. 

The new distribution subsidiary will 
also handle sales and syndication of 
products from other producers and 
owners ranging from tv series to feature 
films and animated properties. Mr. 
Arnaz made it clear that Desilu Sales 
will not conflict with the studio’s recent 
contract with General Artists Corp. for 
national network sales for new pro- 
gramming. 

In addition to The Untouchables, 
Desilu shows now available for syndica- 





FACT ! 
























tion at home and abroad through Mr. 
Dinsmore’s sales staff are: Desilu Play- 
house, Ann Sothern Show, The Texan, 
Guestward Ho, Those Whiting Girls, 
Harrigan & Son, the original two-part 
(two-hour) version of The Untouch- 
ables and the two-part (also two-hour) 
special, “Counter-Intelligence Corps.” 
Desilu is also negotiating with CBS 
over future distribution plans for 14 
Lucille Ball-Desi Arnaz hour shows 
originally broadcast on CBS-TV under 
Westinghouse sponsorship. In announc- 
ing Desilu’s new distribution arm, Mr. 
Arnaz said: “We have studied the 
distribution-syndication situation for 
more than a year, and after careful ob- 
servation it is our firm opinion that the 
market potential for our own, as well 
as for other products, is now greater 
than it has been in many years. 


Davan, Desilu set series 


Davan Inc., an independent tv pro- 
duction company, has signed a co- 
production deal with Desilu Produc- 


tions for a new one-hour series titled 
Anatomy. Ben Brady, owner of Davan, 
wrote the first script for the Anatomy 
series, his first independent tv series 
since leaving CBS-TV, where he pro- 
duced the first two years of Perry Mason, 
the first year of the Red Skelton Show 
and one season of Have Gun, Will 
Travel. He has signed John McGreevy 
to write a second Anatomy script, 
ordered by Desilu. 


Film sales... 


191 Looney Tunes cartoons (Seven 
Arts Assoc.): Sold to WKTV (TV) 


Utica, N.Y. 
Films of the 50’s (Seven Arts 
Assoc.): Volumes I and II sold to 


WKTV (TV) Utica, N.Y.; WCSC-TV 
Charleston, S.C.; WLAC-TV Nashville, 
Tenn., and KNTV (TV) San _ Jose, 
Calif. Volume I sold to WTVC (TV) 
Chattanooga, Tenn., and Volume II to 
WRAL-TV Raleigh, N.C., and WI'VH 
(TV) Peoria, Ill. Volume I is now in 
116 markets, and Volume II is in 65. 


Everglades (Ziv-UA): Sold to Fal- 
staff beer for KOMU-TV Columbia, 
Mo.; Summers-Hermann Ford Inc. for 
WLKY (TV) Louisville, Ky.; Ford 
Ideal Laundry & Dry Cleaning Co. for 





Here are the next 10 days of network color 
shows (all times are EST). 


NBC-TV: 


Nov. 13-17, 20-22 (6-6:30 a.m.) Continental 
Classroom, Contemporary Mathematics. 

Nov. 13-17, 20-22 (6:30-7 a.m.) Continental 
Classroom, American Government. 

Nov. 13-17, 20-22 (10:30-11 a.m.) Play 
Your Hunch, part. 

Nov. 13-17, 20-22 (11-11:30 a.m.) The 
Price Is Right, part. 

Nov. 13-17, 20-22 (12:30-12:55 p.m.) It 
Could Be You, part. 

Nov. 13-17, 20-22 (2-2:30 p.m.) Jan Murray 
Show, part. 

No. 13, 20 (8:30-9 p.m., The Price Is 
Right, P. Lorillard through Lennen & Newell; 
American Home Products through Ted Bates 

Nov. 13, 20 (11:15 p.m.-1 a.m.) The Jack 
Paar Show, part. 

Nov. 14, 21 (7:30-8:30 p.m.) Laramie, part. 

Nov. 15, 22 (9-10 p.m.) Perry Como’s Kraft 
Music Hall, Kraft through J. Walter Thompson. 

Nov. 15, 22 (10-10:30 p.m.) The Bob New- 
hart Show, Sealtest through N. W. Ayer. 

Nov. 15, 22 (10:30-11 p.m.) David Brinkley’s 
Journal, Douglas Fir Plywood through Cun- 
ningham & Walsh; Pittsburgh Plate Glass 
through BBDO. 

Nov. 16 (10-11 p.m., Sing Along With 
Mitch, R. J. Reynolds and Ballantine through 
William Esty; Buick through McCann-Erickson. 





Nov. 17 (9:30-10:30 p.m.) Vincent Van 
Gogh: A Self Portrait, Lincoln-Mercury 
through Kenyon & Eckhardt. 

Nov. 18 (9:30-10 a.m.) Pip the Piper, Gen- 
eral Mills through Dancer-Fitzgerald-Sample. 

Nov. 18 (10-10:30 a.m.) The Shari Lewis 
Show, Nabisco through Kenyon & Eckhardt. 

Nov. 18 (10-30-11 a.m.) King Leonardo and 
His Short Subjects, General Mills through 
Dancer-Fitzgerald-Sample. 

Nov. 18 (5-6 p.m.) All-Star Golf, Kemper 
Insurance through Clinton Frank; Reynolds 
Metals through Lennen & Newell. 

Nov. 18 (7:30-8:30 p.m., Tales of Wells 
Fargo, part. 

Nov. 18 (9-11 p.m.) Saturday Night At The 
Movies, part. 

Nov. 19 (concl. of football game to 5 
p.m.) Patterns in Music, sust. 

Nov. 19 (6-6:30 p.m.) Meet the Press, co- 
op. 
Nov. 19 (7-7:30 p.m.) The Bullwinkle Show, 
General Mills through Dancer-Fitzgerald-Sam- 
ple; Ideal Toys and Beech-Nut Gum through 
Young & Rubicam. 

Nov. 19 (7:30-8:30 p.m.) Walt Disney's 
Wonderful World of Color, RCA and East- 
man Kodak through J. Walter Thompson. 

Nov. 19 (9-10 p.m., Bonanza, Chevrolet 
through Campbell-Ewald. 

Nov. 19 (10-11 p.m.) Theatre '62—Inter- 
mezzo, American Gas Assn. through Lennen 
& Newell. 
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WDAF-TV Kansas City, Mo.; and to 
WSJS-TV Winston-Salem, N.C., and 
KVIQ-TV Eureka, Calif. 


One Step Beyond (ABC Films): Sold 
to Montana State Power Co., Butte, for 
KXLF-TV Butte; KSMO-TV Missoula; 
KBLL-TV Helena and KFBB-TV Great 
Falls, all Montana; and to Public Serv- 
ice Co. of Colorado for KLZ-TV Den- 
ver. 


The Life and Legend of Wyatt Earp 
(ABC Films): Sold to WJZ-TV Balti- 
more. Now in 55 markets. 


Hollywood Hist-O-Rama_ (Jayark 
Films Corp.): Sold to WGN-TV Chi- 
cago; WTAR-TV Norfolk, Va.; Inter- 
national Tv Distributors for Australia; 
Republic Broadcasting System for the 
Philippine Islands; and distribution ar- 
rangements for Argentina and Uruguay. 


Jayark Blockbuster Features (Jayark 
Films Corp.): Sold to WICU-TV Erie, 
Pa.; WJRT (TV) Flint, Mich.; WOW- 
TV Omaha; WSAV-TV Savannah, Ga.; 
WTHI-TV Terre Haute, Ind.; WITI 
(TV) Milwaukee; WMTW-TV Poland 
Spring, Me.; KOIN-TV Portland, Ore.; 
KXTV (TV) Sacramento, Calif.; 
KTVU (TV) San Francisco; KLZ-TV 
Denver; KTAL-TV Texarkana, Tex.- 
Shreveport, La.; WHIO-TV Dayton, 
Ohio; WBOY-TV Clarksburg, W. Va.; 
WSBT-TV South Bend, Ind.; WIIC 
(TV) Pittsburgh; WRGP-TV Chatta- 
nooga, and WRDW-TV Augusta, Ga. 


Bozo the Clown (Groups 1 and 2) 
and Bozo’s Cartoon Storybook (Jayark 
Films Corp): Sold to and/or renewed 
by KWWL-TV Waterloo-Cedar Rapids, 
Iowa; WCAX-TV Burlington, Vt.; 
WOW-TV Omaha, Neb.; KTLA (TV) 
Los Angeles; KOIN-TV Portland, Ore.; 
KJEO (TV) Fresno, Calif.; WKJG-TV 
Fort Wayne, Ind.; WCHS-TV Charles- 
ton, W. Va.; KXTV (TV) Sacramento, 
Calif., and WRAL-TV Raleigh, N.C. 


Screen Gems gross 
hits $55.8 million 


The gross income of Screen Gems 
Inc., New York, for the fiscal year 
ended July 1, 1961, reached a new high 
of $55,821,052, compared with $41,- 
690,042 in the period ended June 25, 
1960, A. Schneider, SG president, re- 
ported last week. 

The net income also was said to be 
at a record high, totaling $2,665,371 
(equal to $1.05 per share) as against 
$1,620,017 (equal to 64 cents per 
share) during the 1960 period. 

The company’s annual report, dis- 
tributed to stockholders last week, 
noted that SG plans to produce a num- 
ber of live tv programs for the 1962- 
63 season. It added that Columbia 
Pictures is expected to make additional 





features, produced from 1956-60, avail- 
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WILLIAM D. KELLY, 
CHIEF ENGINEER, 
WNEW-TV, NEW YORK, 
SAYS: 


“OUR NEW 
CONRAC 
PICTURE/PULSE 
CROSS MONITORS 
IMPROVED OUR 
OPERATING 
EFFICIENCY?” 


“Tt’s a big help in examining our 
video signal to assure perfect syn- 
chronization and to quickly determine 
the quality of the sync pulses,” Mr. 
Kelly adds. “This is by far the most 
versatile and useful monitor we have 
ever used.” 


The new Conrac fully regulated 
monitor will display either sync or 
normal picture at the flick of a 
switch. The 3-position, front-panel 
switch permits selection between 
normal picture, pulse cross, and 
pulse cross expanded. In the last 
position, vertical expansion of ap- 
proximately five times shows each 
horizontal line clearly. In both pulse 
cross positions, video is inverted 
(black is white) and auxiliary bright- 
ness is provided. Thus, pulse cross 
brightness can be preset at a differ- 
ent level from that employed when 
viewing the normal picture. 

Mr. Kelly’s appraisal of this monitor 
and his experience with other Con- 
rac monitors is not unusual. Consist- 
ency in quality, dependability, and 
versatility are Conrac characteristics 
known and preferred wherever a 
need for monitors exists in the 
broadcasting industry. 


FROM 8” THROUGH 27”, BROADCAST AND UTILITY, EVERY CONRAC 
MONITOR HAS A COMBINATION OF UNIQUE FEATURES. 


* Video response flat to 10 
megacycles 


* DC restorer with “in-out” switch 


* Selector switch for operation 
from external sync 


* Video line terminating resistor 
and switch 





CONRAC MONITORS ARE DISTRIBUTED BY RCA, GENERAL ELECTRIC, AMPEX, AND VISUAL ELECTRONICS 


ne ON, Fe, 7. ¢ DIVISION siencore, Calitornia 


A DIVISION OF GIANNINI CONTROLS CORPORATION 
Makers of Fine Fleetwood Home Television Systems * Telephone: Covina, Calif., EDgewood 5-0541 
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Planning for O-Vation 


O-Vation Music, a new music for- 
mat being offered by Programatic 
Broadcasting Service, New York, is 
discussed by these three key officials. 
They are (I to r) Sheldon Van Dolen, 
recently named manager of WBFM 
(FM) New York; Joseph W. Rob- 








erts, marketing vice president of 
Muzak Corp. (parent organization of 
Programatic Broadcasting and 
WBFM); and John Esau, Progra- 
matic general manager. WBFM is 
to be the New York key for Progra- 
matic’s national operation. 








able to Screen Gems shortly for distri- 
bution to tv. 

The report disclosed for the first time 
the existence of a Screen Gems re- 
search subsidiary, Audience Studies 
Inc., which is engaged in testing the 
entertainment values of programs and 
the sales effectiveness of tv commer- 
cials before the general public is ex- 
posed to them. Special electronic equip- 
ment has been constructed for use by 
the subsidiary in its testing operations. 
The unit has been operating since last 
May. 


Tv Marketeers adds series 


Tv Marketeers Inc., New York, an- 
nounced the acquisition of additional 
television program series last week, cov- 
ering 39 episodes of The Flying Doctor, 
a first-run program in the United States, 
and five series formerly distributed by 
MCA-TV. 

Wynn Nathan, Tv Marketeers presi- 
dent, said The Flying Doctor has been 
shown in Canada but will be available 
for telecasting in the U.S. in January. 
The half-hour series was produced by 
Donald Hyde and Jack Gross in asso- 
ciation with ABC-TV of Britain and is 
based on the exploits of Australia’s 


ers are: Dr. Hudson’s Secret Journal 
(78 episodes), Headline (39), Heart of 
the City (91), Mayor of the Town (39) 
and Author’s Playhouse. 


‘Danger Man’ syndicated 


Danger Man, Independent Television 
Corp’s former CBS-TV series, has been 
released for syndication, it was an- 
nounced last week by Abe Mandell, ITC 
vice president in charge of sales and 
administration. Stations are being of- 
fered 15 new episodes never before 
shown, plus the first-run off-network 
episodes. The series has been sold in 
New York and Los Angeles. 


Program notes... 


Kelly vehicle = Dancer-actor Gene 
Kelly will make his debut as a regular 
tv performer next season, as the star 
of Going My Way, a new, hour-long 
light-drama series, in prime time on 
ABC-TV. The show, based on the 1944 
Paramount movie of that name, will be 
co-produced by Mr. Kelly’s Kerry Pro- 
ductions and Revue Studios. 


Second time around = Evangelist Billy 
Graham will be the subject of NBC- 
TV’s second special titled The World 
Of . . ., to be presented Nov. 29 (Wed., 
10-11 p.m. EST). Donald B. Hyatt, 


director of NBC special projects, is ex- 
ecutive producer. 


Ad news on radio = Joseph Kaselow, 
advertising news columnist for the New 
York Herald-Tribune, will be heard in 
a Sunday afternoon “news specialty” 
on the Mutual Radio Network begin- 
ning Nov. 19 (2:35-2:45 p.m. EST). 
About Advertising—Joseph Kaselow 
will present activities of the advertising 
world in consumer language. 


New Offices = Orbit Productions Inc. 
has moved to the Film Center Bldg., 
630 Ninth Ave., New York. Telephone 
is Plaza 7-3890. 


Outsiders to develop 
tv shows for Ziv-UA 


Ziv-United Artists Inc., New York, is 
implementing a new approach to tele- 
vision production. Under it programs 
will be created by independent produc- 
ers, who will function autonomously. 

In announcing the move, John L. 
onets poeta of Ziv-UA, said that 

meee == Richard Dorso, who 
| has been with the 
> company for six 
| years in various 
fF programming and 
fF sales posts, has been 
promoted to execu- 
tive vice president 
; in charge of all 
programs. Produc- 
ers will report di- 
rectly to Mr. Dor- 
so, who will make 
his headquarters in 
New York, but will divide his time be- 
tween New York and Hollywood. 

The first project under the new ap- 
proach is a half-hour situation comedy 
series, Acres and Pains, which will be 
produced by David Schwartz. Humorist 
S. J. Perelman will serve as script super- 
visor and write some of the scenarios. 
The series is being produced in associa- 
tion with CBS-TV for the 1962-63 sea- 
son. 

Mr. Sinn said that a tv series “must 
reflect the individual taste and talent of 
one man—the producer . . . our policy 
affords an individual producer the crea- 
tive freedom that makes this possible.” 
Mr. Dorso stated that his “primary task 
is to attract new creative producers to 
the Ziv-UA banner, particularly those 
who have not worked in television be- 
fore.” 

Screen Gems Inc., an active network 
program supplier, has used the inde- 
pendent producer concept for several 
years. Ziv-UA has concentrated largely 
on the first-run tv film production field 
in recent years and has been relatively 
inactive in network production. It is 
believed that its new approach indicates 
increased production for network pro- 
gramming. 





Mr. Dorso 
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EQUIPMENT & ENGINEERING 


SATELLITE-TO-SET TV FEASIBLE BY ’70 


RCA scientist figures development cost at $100 million 


Relaying television via satellite direct- 
ly to home receivers will become “per- 
fectly feasible” from a technical stand- 
point “in the near future” and could 
be demonstrated in the mid-1960s and 
reach “full operational service” by the 
end of this decade. 

This report was offered by Dr. N. I. 
Korman, director of advanced military 
systems for RCA’s defense electronic 
division, at the annual conference of 
the Atomic Industrial Forum in Chi- 
cago last Monday (Nov. 6). 

Dr. Korman said the cost of develop- 
ment and testing beyond work already 
in progress would be under $100 mil- 
lion, “A modest sum when compared 
with the multi-billion-dollar space pro- 
gram now under way.” 

Uhf Best for System = He said RCA’s 
investigation had shown that the best 
frequencies for satellite relays directly 
to home receivers are in the uhf band 
and that a synchronous satellite—one 
which remains over the same spot at all 
times—would be “best for this service.” 

A. B. Martin, vice president and 


manager of compact systems, atomics 
international division of North Ameri- 
can Aviation, 


described advances in 


compact atomic reactors which would 
be contained in such a satellite and 
provide sufficient power to permit direct 
rebroadcasting on tv signals (or fm or 
radio) to home sets on the earth. Such 
a satellite system would provide cover- 
age of from 1 to 3 million miles, he 
said. 

The comments of Messrs. Korman 
and Martin constituted an answer to 
Omar Crook, chairman of the inter- 
national common carrier which has sub- 
mitted a plan for private ownership of 
a communications satellite system. He 
told a congressional committee last 
week satellite-to-home television is not 
likely in the foreseeable future. (see 
story page 66). 


Admiral’s earnings up 


Admiral Corp.’s color tv line now is 
on a “profitable basis and will continue 
to represent an increasing segment of 
the company’s business in the years 
ahead,” President Ross D. Siragusa said 
last week in reporting improved earn- 
ings for Admiral’s third quarter and 
first nine months of this year. 

Sales for the third quarter totaled 





almost $49.7 million and earnings were 
over $0.95 million (40 cents per share). 
The same quarter last year showed a 
small loss on sales of nearly $49.8 mil- 
lion. Earnings for the first nine months 
of this year were nearly $1.4 million 
(58 cents a share) compared wjth about 
$0.5 million (21 cents a share) last 
year. Nine-month sales this year were 
nearly $136 million compared to al- 
most $145 million last year. 


Visual Magnetics formed 


The formation of Visual Magnetics 
Corp., 36 W. 44th St., New York 36, 
specializing in electronic systems for 
broadcasting and allied fields, has been 
announced by Louis MacDonald, presi- 
dent. 

Aside from offering assistance in 
broadcast electronics to companies with- 
out their own technical research and 
development groups, VMC will offer 
creative editing, syndication, duplicating 
and quality control analysis of video 
tape. Mr. MacDonald was formerly an 
Ampex engineering supervisor. 


Zenith orders decoder parts 


Zenith Radio Corp. announced Wed- 
nesday it has placed an initial order for 
the production of Phonevision decoder 
components with Veeder-Root Inc., 
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Apparel store sales were $76,440,000 in San 
Diego County last year — a total which ranks 
26th among the nation’s 200 leading coun- 

a € that category. Note these comparative 
otals: 


SAN DIEGO, CALIFORNIA. . . . . $76,440,000 
HENNEPIN (MINNEAPOLIS), MINNESOTA $74,829,000 
ORLEANS (NEW ORLEANS), LOUISIANA. $71,270,000 
KING (SEATTLE), WASHINGTON . . . $68,889,000 
FULTON (ATLANTA), GEORGIA. . . . $63,915,000 


Two metropolitan newspapers sell San Diego: 
The San Diego Union and Evening Tribune. 
Combined daily circulation is 226,437 (ABC 
3/31/61). Both newspapers offer advertisers 
effective merchandising cooperation, prod- 
uct surveys, and award-winning ROP color. 


weeee G& 9 Copley Newepapere 


pcs Be Pan shop ring 15 Hometown Daily News- 


popes San Diego, California—Greater Los 
pe me pee id, IMinois— yom erenth pag 
Served by the pley aes Bureau 

Copley News Service. NATIONALLY 
BY NELSON ROBERTS = ASSOCIATES, 1! 


SALES ESTIMATES: 1961 SALES MANAGEMENT SURVEY OF BUYING POWER 


The San Diego Union 
EVENING TRIBUNE 








Hartford, Conn. The components will 
be used as part of the Zenith decoder 
which will enable Hartford residents to 
receive pay-tv programs from WHCT 
(TV) there next spring pursuant to test 
authority from the FCC. Pilot produc- 
tion is to begin later this year. WHCT 
is an RKO General station, licensed to 
RKO Phonevision Inc. 


Technical topics... 


Webcor reports = Webcor Inc., Chica- 
go, last week reported record high 
earnings of $911,000 (92 cents per 
share) for the first quarter of the fiscal 
year ending Aug. 31. The company 
suffered a net loss of over $2.6 million 
for fiscal year ended May 31. Earlier 
this year Webcor acquired Dormeyer 
Corp., Chicago appliance maker, in 
a diversification move. 


New offices = General Radio Co., West 


Concord, Mass., has opened two new 
sales-engineering offices in Syracuse, 
N. Y., and Orlando, Fla. Leo J. Cham- 
berlain, formerly of the New York dis- 
trict office, will manage the Syracuse 
branch, and John G. Held, of the Wash- 
ington district office, will move to the 
Orlando branch. 


Uhf translator = Development of a 20 
w translator to extend tv coverage be- 
yond distance and terrain barriers has 
been announced by Adler Electronics, 
New Rochelle, N.Y. It is known as the 
UST-20, capable of picking up vhf sig- 
nals off-the-air and converting them 
to a uhf channel for rebroadcast. 


Demonstration kit = MaCarTa Inc., 
Des Moines, Iowa, announces the avail- 
ability of a completely equipped dem- 
onstration unit featuring the latest auto- 
matic tape-cartridge equipment. The 
company describes the unit as a rolling 


INTERNATIONAL 





radio station. It has its own generator. 
Requests for a demonstration visit 
should be made to the company, 4012 
Fleur Dr., Des Moines. 


Receives medal = Dr. Mervin J. Kelly, 
former board chairman of Bell Tele- 
phone Labs Inc., was awarded the 1961 
Hoover Medal for “distinguished public 
service,” at the United Engineering Cen- 
ter in New York, Nov. 9. The medal, 
established in 1930, was presented by 
former President Herbert Hoover for 
whom it is named. 


Miratel buys firm = John Klindworth, 
president of Miratel Electronics Inc., 
New Brighton, Minn., has announced 
the purchase by Miratel of all outstand- 
ing stock of Mid-America Relays Sys- 
tems Inc., Rapid City, S.D. Keith 
Anderson, president of Mid-America, 
continues as a vice president. Mid- 
America produces vhf translators. 





West German pay-tv system probable soon 
BONN STUDIES LEGAL AND TECHNICAL PROBLEMS 


The introduction of a pay-tv system 
in West Germany has become a distinct 
possibility for the not-too-distant future. 
According to Bonn’s Postal Minister, 
Dr. Richard Stuecklen, the government 
is studying the question, particularly 
the technical and legal difficulties. Ger- 
man engineers are trying to develop a 
pay-tv system which would use exist- 
ing telephone and telegraph lines with- 
out disturbing either of the two serv- 
ices. The final decision as to the adop- 
tion of the program and its feasibility 
rests with the Postal Minister, whose 
job is the U. S. equivalent of Post- 
master-General and FCC chairman. 

Technical problems hinge mainly on 
the limited production capacity of the 
German electronics industry. To date, 
only one company in West Germany, 
the Feltz-Hoefer group in Cologne, is 
actively preparing to apply for a pay-tv 
license. The Cologne group’s tentative 


plan seems not to require wired systems, 
but would use existing tv transmitters 
and buy time segments at irregular in- 
tervals for pay telecasts. 


CBC anniversary show 
sees advent of global tv 


Global television and more use of tv 
as an educational, rather than an enter- 
tainment medium were two items fore- 
cast by FCC Chairman Minow during 
a taped symposium on the future of 
broadcasting with Kenneth Adam, con- 
troller of BBC-TV, and Dr. Andrew 
Stewart, chairman of the Canadian 
Board of Broadcast Governors. The 
occasion of the discussion was the 25th 
anniversary of the Canadian Broadcast- 
ing Corp. on Nov. 2. The program was 
carried on CBC’s national tv network. 

Kenneth Adam, whose BBC was 
celebrating 25 years of telecasting on 
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the same day, reported on live telecasts 
this summer direct from Yugoslavia and 
Moscow, indicating that trans-Atlantic 
live telecasting might be possible in 
1962, and that perhaps the 1964 Olym- 
pic Games at Tokyo would be telecast 
by the BBC direct from there. 

Chairman Minow elaborated on the 
need for more educational tv, and the 
development of direct global newscast- 
ing. 

Dr. Stewart, whose position in Can- 
ada is similar to Mr. Minow’s, hope 
that broadéasters would always remer- 
ber their audiences are composed/ of 
individuals, and not just an amorphous 
mass, and that broadcasting créates, as 
well as expresses attitudes: 


CKBL-TV eaches new height 


CKBL-TV 
the air late/in 
transmitter a 
Mont Logan, 
St. Lawrence. 

The channel 9\stafion was required to 
close down for About a week to permit 
a changeover fo its new facilities. The 
antenna is the highest in Canada, 3,980 
feet above average terrain. CKBL-TV 
now operates with 303 kw video and 
182 kw audio power. 









atane, Que., returned to 
ctober, using its new 
new antenna on top of 
vellooking the Gulf of 


Nielsen expands in Canada 


Expanded service by A. C. Nielsen 
Co. of Canada Ltd., Toronto, Ont., has 
been announced by George W. Ralph, 
vice president of its broadcast division. 
The enlarged service includes exten- 
sion of the four-reports-per-year system 
to all multi-station markets. 

The first survey is being made in 
November. All multi-station areas will 
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be surveyed simultaneously. The Niel- 
sen Broadcast Index report books will 
be restyled for client convenience. The 
four-reports-per-year service will cover 
Halifax, Ottawa, Winipeg, Edmonton, 
Calgary and Vancouver, while Toronto 
and ‘Montreal will be measured six 
times a year. 


Canadian tv set sales 
on the rise after lag 


Sales of television receivers in Can- 
ada since July have been better this 
year than last, according to F. W. Rad- 
cliffe, general manager of the Elec- 
tronics Industries Assn. of Canada, 
Toronto. Several Canadian manufac- 
turers are out of stock in some lines. 

Tv receiver sales in Canada have 
been steadily going down since 1955 
when a record 764,957 receivers were 
sold. Last year total sales were 338,000 
sets. 

Stuart D. Brownlee, president of Ca- 
nadian Admiral Corp. Ltd., Toronto, 
said that warranty cards show 65% of 
Admiral sales are now replacement, 
compared with 50% at this time a year 
ago. 

C. E. Campbell, national sales co- 
ordinator of the home entertainment 
division of Philips Electronics Indus- 
tries Ltd., Toronto, said sales were up 
this year and that family desire for a 
second tv set is one of the big factors. 


Monaco to sponsor tv awards 


The Second International Television 
Festival will be held in Monte Carlo, 
Monaco, in January, the ITF commit- 
tee has announced. Following a 
week-long judging, Jan. 6-14, Gold 
Nymph awards will be presented at a 
gala at the Monte Carlo Opera House 
on Jan. 17. 

Awards will be presented for the fol- 
lowing categories: best dramatic pro- 
gram, best comedy program, best va- 
riety program, best performance by an 
actor, best performance by an actress, 
best coverage of a news or sports event, 
best children’s program, and the. cul- 
tural, historical or scientific program 
most likely to foster better international 
understanding. A special award for ex- 
ceptional achievement may be given at 
the discretion of the judges. The festi- 
val is presented under the auspices of 
the government of Monaco. 


Abroad in brief... 


Toronto teams on pay-tv = Trans-Can- 
ada Telemeter is piping into Toronto 
pay-tv homes all the home games of 
the Argonaut Football Club, and the 
away-games of the Maple Leaf Hockey 
Club for airing in competition with 
four professional football telecasts 
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Flags flagged 


Independent Television Author- 
ity, Britain’s commercial network, 
has agreed to keep tobacco com- 
mercials out of programs designed 
for viewing by children. Niall 
MacPherson, secretary of the 
Board of Trade, last week said 
the prohibition was instituted by 
ITA at the request of the govern- 
ment and that it would also apply 
to commercial slots before and 
after these particular programs. 














emanating free from Toronto and Buf- 
falo stations. The pay-tv football 
games cost subscribers $2 apiece, and 
the 35 hockey games are $1 each. 


Stars to earth = Following the example 
set by the West German movie indus- 
try some months ago, German tv sta- 
tions have adopted a uniform ceiling 
for payments to tv stars and other 
actors in top income brackets. The new 
maximum is 7,000 deutschmarks (or 
about $1,750) per show, regardless of 
length or “name value” of the actor 
involved. The new ceiling is 3,000 
marks less than the current maximum. 


Italian network begins = A second net- 


work began operations in Italy on Nov. 
4, as RAI Radiotelevisione Italiana 
started programming on a uhf network. 
RAI-TV also operates a vhf network. 
The uhf operation will be on the air 
from 9-11 p.m., seven nights a week. 


BBG plans hearings = Six public hear- 
ings are to be held next year by the 
Canadian Board of Broadcast Gov- 
ernors. First 1962 meeting will be at 
Winnipeg, Man. on Feb. 6. Other hear- 
ings will be on April 3, May 29, Aug. 
14, Oct. 16, and Dec. 4, locations to 
be announced later. 


Austrian tv in black = Austria’s official, 
semi-commercial television service has 
estimated its 1961 annual income from 
license fees and advertising at 153 mil- 
lion schillinge (about $6.5 million). 
Income from commercial programming 
in Austria has steadily risen, and now 
much of this capital is being devoted 
to shoring up Austria’s less-successful 
state radio operations. 


Latin-accented Swahili = Radio Vati- 
can plans to inaugurate daily transmis- 
sions in English, French, Arabic, Portu- 
guese and Swahili to Africa beginning 
Nov. 6. The broadcasts will be trans- 
mitted by a 100-kw installation do- 
nated by Cologne Catholics, and the 
programming will be opened by a bless- 
ing for Africa from Pope John XXIII. 
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NO, THIS IS 'KNOE-LAND”’ 


(embracing industrial, progressive North Louisiana, South Arkcnsas, 


West Mississippi) 


JUST LOOK AT THIS MARKET DATA 


Population 1,520,100 
Households 423,600 
Consumer Spendable Income 
$1,761,169,000 
‘Food Sales $ 300,486,000 


Drug Sales $ 40,355,000 
Automotive Sales $ 299,539,000 
General Merchandise $ 148,789,000 
Total Retail Sales $1,286,255 ,000 


KNOE-TV AVERAGES 71.7% SHARE OF AUDIENCE 


ee to March, 1961 ARB we average 71.7% share of audience from 
9 a.m. to midnight, 7 days a week in Monroe metropolitan trade area. 


KNOE-TV 


Channel 8 


Monroe, Louisiana 


The only commercial TV station licensed to 
Monroe. 


Photo: 


sion, producing multiwall bags. 


Fhe milk cartons; 


CBS e ABC 
A James A. Noe Station 
Represented by 
H-R Television, Inc. 


International Paper Company installations in Bastrop, Louisiana, including two of 
its ten Southern Kraft Division paper mills, 
tainer board; the Single Service Division, pro 


roducing quality bleached papers and con- 
and the Bag-Pak Divi- 

















BROADCAST ADVERTISING 





Mr. Moore 


Wendell D. (Pete) Moore, director of 
advertising, Dodge division, Chrysler 
Corp., joins MacManus, John & Adams, 
Detroit, as account executive on Cadil- 
lac account. Mr. Moore had been with 
Dodge since 1955 and earlier served as 
media director on Dodge account at 
Grant Adv. Robert E. Field, account 
executive on Cadillac at MJ&A, pro- 
moted to account supervisor. 


Mr. Field 


William H. FitzSimmons joins Foote, 
Cone & Belding, Los Angeles, as account 
supervisor On grocery products division 
of Purex account. Mr. FitzSimmons, 
who recently resigned as vp of Filmas- 
ter Inc., Hollywood, had previously 
been associated with Benton & Bowles, 
New York, and Needham, Louis & 
Brorby, Chicago. 


Mort Reiner and Leonard Soglio, 
radio-tv timebuyers, Hicks & Greist 
Adv., New York, promoted to broadcast 
media supervisors. Prior to joining 
H & G, Mr. Reiner was tv director for 
Glamorene Inc. Mr. Soglio came from 
Ted Bates, New York, where he was 
timebuyer specializing in food accounts. 


John W. King, regional account execu- 
tive for Budweiser in southern market- 
ing area at D’Arcy Adv., St. Louis, 
transferred to New York to handle con- 
sumer advertising and promotion for 
Budweiser in nine-state eastern area. 
Ralph Countryman, assistant to agency’s 
regional marketing service manager in 
St. Louis, succeeds Mr. King in Atlanta 
headquarters. 


FATES & FORTUNES 





William R. Rosenthal named assis- 
tant to manager of D’Arcy Adv.’s re- 
gional marketing service for Budweiser. 
Mr. Rosenthal formerly served as co- 
ordinator of Budweiser posting and as 
manager of field service unit. 


Richard H. Depew appointed direc- 
tor of tv programming for Cunningham 
& Walsh, New York. With C&W for 
four years, Mr. Depew has performed 
programming duties for all accounts in- 
cluding radio and tv. Previously he was 
tv. network operations director for 
ABC-TV. 


Ralph W. Jennings and Vina Rug- 
gero join Ted Bates & Co., New York, 
as account executives. Mr. Jennings, 
assigned to Standard Brands account, 
was formerly with Foote, Cone & Beld- 
ing. Miss Ruggero, formerly of Shaller- 
Rubin Co., will work on International 
Latex Corp. account at Bates. 


lan W. Beaton named general ac- 
count executive on AC spark plug divi- 
sion account at D. P. Brother & Co., 
Detroit. Other D. P. Brother promo- 
tions: Robert E. Guerrier appointed 
account executive in charge of AC- 
Flint division advertising, John C. Bar- 
buscak to account executive in charge 
of AC-Flint division merchandising, and 
John C. Martin to account executive in 
charge of AC-Milwaukee division adver- 
tising and merchandising. 


Larry Schwartz, president, Wexton 
Adv., New York, since 1953, appointed 
chairman and chief executive officer. 
Martin Solow, executive vp, elected 
president and creative director. Adrian 
Price, vp, named executive vp and 
supervisor of client service. 


James D. North and Charles Over- 
beck elected vps of General Foods Co., 
White Plains, N. Y. Mr. North will be 
vp, marketing services, and Mr. Over- 
beck, vp, research and technology. John 
F. Nolden, associate product manager, 
Perkins-S. O. division of General Foods, 
moves to Battle Creek, Mich., as prod- 
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84 (FATES & FORTUNES) 


uct manager for Tang Instant Breakfast 
Drink and Instant Postum. 


H. R. Haldeman, vp and manager of 
Los Angeles office of J. Walter Thomp- 
son, has taken year’s leave of absence to 
manage campaign of Richard M. Nixon 
for Governor of California. M. C. (Doc) 
Borland, vp and account supervisor in 
the JWT Los Angeles office, will be 
acting manager during Mr. Haldeman’s 
absence. 


David P. Hotz, vp and account super- 
visor, Benton & Bowles, New York, 
joins Papert, Koenig, Lois Adv., that 
city, as account supervisor. Harriet 
Olguin, formerly with Daniel & Charles, 
New York, to copy staff of PK&L. 


Joseph Allentuck, formerly with 
Reach, McClinton Adv., New York, 
joins Doyle Dane Bernbach, that city, 
as assistant treasurer in charge of ac- 
counting and financial division. 


Beverly Reynolds, formerly with Leo 
Burnett and Campbell-Ewald, both Chi- 
cago, joins Wade Adv., that city, as 
art director. 


Harold W. Gully 
named pr manager, 
Leo Burnett Adv., 
Chicago. He joined 
agency in 1959 as 
manager of New York 
pr section and follow- 
ing year was trans- 
ferred to Chicago as 
pr manager of home 
office. . Prior to joining agency Mr. 
Gully was General European News pic- 
tures manager for UPI, with head- 
quarters in London. 


Betty Nicholis appointed project 
supervisor in research department, John 
W. Shaw Adv., Chicago. She formerly 
was director of media and research, 
Roth Brothers & Co., marketing agency, 
and earlier director of research, Arthur 
Meyerhoff Adv., Chicago. 


Charles H. Branch, formerly with 
Noble-Dury & Assoc., Memphis, joins 
Greenhaw & Rush Adv., that city, as 
broadcast and copy director. 


Ruth Konves and Richard T. Griffin 
join creative staff and accounting de- 
partment, respectively, White Adv., 
Tulsa, Okla. 


Del Tycer, former manager of adver- 
tising and sales promotion, instrumen- 
tation division, Ampex Corp., Redwood 
City, Calif., joins Charles Bowes Adv., 
Los Angeles, as account executive. 


Gustave J. Richter, formerly with 
Fred Wittner Co., New York, joins J. M. 
Mathes Inc., that city, as account ex- 
ecutive. 


Mr. Guily 


John Klein, staff announcer and sales- 
man, KGAL (FM) Los Angeles, named 
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account executive at Nides & Cini Adv., 
Los Angeles. Mr. Klein will be detailed 
exclusively to production and develop- 
ment of new business. 


Howard Colwell, copy coordinator, 
The Kudner Agency, New York, ap- 
pointed copy chief. 


Dan MacMillan and A. S. White 
named copy group heads for Henderson 
Adv., Greenville, S. C. Mr. White served 
earlier with J. Walter Thompson in 
similar capacity. Mr. MacMillan was 
formerly with George H. Hartman Adv., 
Chicago. 


Robert C. Furman joins broadcast 
department of Wade Adv., Los Angeles. 
He had been director of west coast 
commercial production for Sullivan, 
Stauffer, Colwell & Bayles; production 
supervisor for BBDO and commercial 
production supervisor at Desilu Studios. 


THE MEDIA 


R. A. Dunlea Jr., WMFD Wilming- 
ton, elected president of North Carolina 
Assn. of Broadcasters succeeding Floyd 
Fletcher, WITVD Durham. Other offi- 
cers elected: Jack Starnes, WBAG Bur- 
lington, vp for radio; Fred Fletcher, 
WRAL-TV Raleigh, vp for tv; Doris 
Brown, WKBC North Wilkesboro, sec- 
retary-treasurer. Elected to board: Gar- 
rett Allen, WSIC Statesville; Ray Stan- 
field, WIST Charlotte; George Walston, 
WRRZ Clinton and Wally Jorgenson, 
WBTV Charlotte. (see page 54). 


John R. Hallstrom, commercial man- 
ager, WIZZ Streator, Ill., named general 
manager. Jim Mudd, WVMC Mt. Car- 
mel, Ill., to WIZZ as assistant man- 
ager. Bellinger-Townsend-Kemper Sta- 
tions (WIZZ, WVMC and WRAM 
Monmouth, III.) 


Pierce H. Foster, radio-tv time sales- 
man, WGN Inc., New York, joins tv 
sales staff, Edward Petry & Co., that 
city, effective Nov. 15. Earlier Mr. 
Foster was radio time salesman for 
Adam Young Inc., rep firm, and radio- 
tv timebuyer on Liggett & Myers, Proc- 
ter & Gamble and Carter products ac- 
counts for Dancer-Fitzgerald-Sample, 
both New York. 


Douglas D. Shull, publicity and pro- 
motion director, WANE-AM-TV Fort 
Wayne, Ind., joins WOWO, that city, as 
promotion and advertising manager suc- 
ceeding Paul Lindsay, who joins WIND 
Chicago, in similar capacity. 


Alan J. Hartnick, assistant general 
counsel and assistant secretary, Metro- 
media Inc., New York, resigns to enter 
private law practice with Gallop, Cli- 
menko & Gould, that city, 


Ralph L. Cunnyngham, assistant 
secretary-treasurer, Skelly Oil Co., Tul- 
sa, to KCMO Kansas City, Mo., as bus- 
iness manager. 
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Mr. McClymonds 


Mr. Edney 


Grady Edney, national program direc- 
tor for radio, and Clyde C. McCly- 
monds, manager of special services, 
elected vps of Storer Broadcasting Co. 
Mr. Edney joined Storer in 1957 as 
program manager of then newly ac- 
quired WIBG Philadelphia, and in 1959 
was appointed company’s national radio 
program director. Mr. McClymonds 
came to company as engineer in 1940 
when Storer (then Fort Industry Co.) 
owned WHIZ Zanesville, Ohio. He 
served as assistant to vp for engineering 
and was appointed manager of special 
services in 1953. Storer Stations are: 
WGBS-AM-FM Miami; WJBK-AM- 
FM-TV Detroit; WSPD-AM-FM-TV 
Toledo; WAGA-TV Atlanta; WJW-AM- 
FM-TV Cleveland; KGBS Los Angeles; 
WWVA-AM-FM_ Wheeling; WIBG- 
AM-FM Philadelphia and WITI-TV 
Milwaukee. 


Virgil Wolff, formerly with KYW-TV 
Cleveland, named general manager, 
WRDW-TV Augusta, Ga. 


George M. Claffey, comptroller, 
WVET-AM-TV Rochester, N. Y., and 
treasurer, KTVE (TV) El Dorado, 
Ark., elected vp of Veterans Broadcast- 
ing Co. (WVET-AM-TV and KTVE 
(TV)). 


Bob Underwood named general man- 
ager, WTHR Panama City Beach, Fla. 
He formerly was air personality, WAGA- 
TV, and account executive, WQXI, both 
Atlanta, Ga. 


Walter Lowe, formerly with KSUB 
Cedar City, Utah, joins KDJI Holbrook, 
Ariz., as general manager and sales ex- 
ecutive. Harry Kersey and Dave Shane 
appointed program and news director 
and air personality, respectively. 


F. J. Rawlinson named assistant to 
president, WTHE Spartanburg, S. C. 
Tim Parker and Bob Townsend ap- 
pointed production supervisor and mus- 
ic director, and assistant news director 
and supervisor in charge of special 
events, respectively. 


Tim Sullivan, air personality, ap- 
pointed assistant station manager, 
KGMC Englewood, Colo., and Gladys 
Stanley named office manager. Dick 
Peabody, Dan Tyler and Gil Verba join 
station as music director, programming 
and production director and news direc- 
tor, respectively. 


B. H. Moore joins WAKE Atlanta — 


as program director. 





BIGGER than 


‘One Buy Delivers 


SACRAMENTO - STOCKTON 


IDAHO - MONTANA 


plus 11 counties in Wyoming at lower cost per thousand 


SKYLINE TV NETWORK delivers 10,100 more TV homes than the 
highest rated station in Sacramento-Stockton at nearly 18% less cost 
per 1,000. SKYLINE delivers 92,300* nighttime homes every quarter- 
hour Sunday through Saturday. Non-competitive coverage. One 
contract — one billing — one clearance. Over 254,480 unduplicated 
sets in 5 key markets. Interconnected with CBS-TV and ABC-TV. 


IDAHO — KID-TV Idaho Falls 


KLIX-TV Twin Folls 


MONTANA — KXLF-TV Butte 
KFBB-TV Great Falls 
KOOK.TV Billings 


TV NETWORK 


Idaho Falls, Idaho 


P. O. Box 2191 
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Call Mel Wright, phone JAckson 3-4567 - TWX No. IF 165 

or your nearest Hollingbery office or Art Moore in the Northwest 
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Ask our reps... 
Harrington, Righter and Parsons 
... about the naturally rich KSLA-TV market. 








for your tower ROHN Jf 


requirements 


check SYSTEMS 






















A complete tower 
erection service 
that has these 
special advantages: 


Vv DEPENDABILITY 
W RELIABILITY 


v COMPLETE 
ENGINEERING 


v¥ COAST TO COAST 
SERVICE 


Be sure to obtain price quota- 
tions and engineering assist- 
ance for your complete tower 
7 needs from America’s foremost 
tower erection service. 


ROHN SYSTEMS, INC. 


86 (FATES & FORTUNES) 














BPA elects new officers: 


Donald Curran, director of adver- 
tising and promotion for ABC Radio 
owned and operated stations, New 
York (second from left) has been 
elected president of Broadcasters’ 
Promotion Assn., succeeding John 
Hurlbut, promotion manager of 
WFBM-AM-TV Indianapolis (right). 
Shown with new president are Clark 
Grant, (left) promotion director, 
WOOD-AM-TV Grand Rapids, 
Mich., elected second vp, and out- 





going second vp Harvey M. Clarke, 
CKEY Toronto. James Bowermas- 
ter, promotion director, WMT Cedar 
Rapids, Iowa, was eletced first vp. 
Three-year directors elected: Daniel 


Bellus, Transcontinent Tv. Corp., 
New York; Judd Choler, KMOX-TV 
St. Louis; H. Taylor Vaden, WJZ-TV 
Baltimore; and Jean Riopel, CFCN 
Quebec City. Other directors: Casey 
Cohimis, WFAA Dallas; Jack Dorr, 
WBNS-TV Columbus, Ohio. 
| 
| 








Claire Hughes, general manager, 
KWKW Pasadena, Calif., resigns. 


Ned Nichols, sales manager, WSAF 
Sarasota, Fla., named co-manager along 
with Paul Kelly. Gerry Pike joins sta- 
tion as program and production direc- 
tor. 


Charles E. Wallace, chief engineer, 
WANE-TV Fort Wayne, to WISH-AM- 
FM-TV Indianapolis, both Indiana, in 
similar capacity. 


Robert E. Fitzpatrick, for 30 years 
engineer with NBC, retires from staff 
of WMAQ Chicago, network owned 
station. 


Paul Luecke, with WOWO Fort 
Wayne, Ind., in 1931, and more recent- 
ly transmitter supervisor for Voice of 
America, rejoins station as technical 
operator. Charles Billiard, weather 
analyst, recalled to active duty as com- 
mander, 163d Weather Flight, Indiana 
Air National Guard. 


Bernie Sandler, announcer, WGR- 
AM-FM-TV Buffalo, N. Y., named as- 
sistant program manager. Albert M. 
Benz, producer-director, named traffic 
manager, succeeding Donald N. Finger, 
who resumes duties as chief account of 
WGR-AM-FM-TV. 


Joe Finan, air personality, KTLN 
Denver, named program manager. Jack 
Diamond named to succeed Mr. Finan 
and Steve Risien joins station as air 
personality. 


Russ Baker, former program man- 
ager, KGO-TV San Francisco, returns 
to station as operations director, newly- 
created post. 


James M. Washburne, jazz pianist 
who has been air personality on KDEO 
San Diego, Calif., and production man- 
ager of WKBW Buffalo, N. Y., and 
WEAM Arlington, Va., appointed pro- 
gram director of KRLA Pasadena, 
Calif. 


Russell Smith, director of advertis- 
ing and pr, KHJ-AM-FM, Los Angeles, 
joins KFI, that city, in similar capacity. 





Bradshaw elected 


Joseph D. Bradshaw, vp and 
general manager, WRFD Colum- 
bus-Worthington, Ohio, elected 
president of Ohio Assn. of Broad- 
casters at fall convention held 
Nov. 2-3 in Columbus. He suc- 
ceeds Gene Trace, WBBW 
Youngstown, who becomes mem- 
ber of board. James Hanrahan, 
vp and general manager, WEWS 
(TV) Cleveland, elected first vice 
president, and Lawrence H. Rog- 
ers ll, vp, Taft Broadcasting Co., 
Cincinnati, elected second vice 
president. Carlton S. Dargusch 
was reelected secretary-treasurer 
and Collis Young, WCOL Colum- 
bus, re-elected to board. Howard 
A. Donahoe, WILE Cambridge, 
was newly elected to board. 
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Albert W. Sturges, director, writer 
and producer, KGO-TV San Francisco, 
joins KATU-TV Portland, Ore., as pro- 
gram manager. 


John B. Meyer, formerly with Bruce 
Hayward Assoc., St. Louis pr firm, joins 
WEW, that city, as program director 
succeeding Charles Hale, who transfers 
to WLOD Pompano Beach, Fla., in sim- 
ilar capacity. Both stations are owned 
by Franklin Broadcasting Co. 


George Wilson, Doug Randall, 
Bobby Dee and Lee Simms named ex- 
ecutive operations manager, program 
director, production director and public 
service director, respectively, WIMA 
Charleston, S. C. 


Richard P. Moran Jr., time salesman 
and account executive, CBS Films, joins 
WHEN-TV Syracuse, in similar capac- 
ity. 

Leonard C. Warager, account execu- 
tive at WABC-TV New York, joins tv 
sales staff of The Katz Agency, that 
city. 


Joseph M. Higgins, 
vp and general man- 
ager, WIHI-AM-FM- 
TV Terre Haute, 
named vp and general 
manager, WIBC-TV 
Indianapolis, both In- 
diana. He began his 

oe radio career as ac- 
Mr. Higgins count executive with 
WIBC in 1944 and earlier served in ad- 
vertising departments of Dayton Daily 
News, Frigidaire division of General 
Motors and Airtemp division of Chrys- 
ler Corp. Mr. Higgins twice was director 
of National Assn. of Broadcasters and 
presently is vice chairman of 1962 Na- 
tional Convention of NAB, to be held 
in Chicago in April. 


John C. Sellers, formerly with 
KOAT-TV Albuquerque, N. M., joins 
KIRO-TV Seattle as account executive. 


Lon Boutin, account executive, 
KDAY Santa Monica, joins KWKW 
Pasadena, both California, in similar 
capacity. 

Bill King, former account executive, 
KENI and KBYR, both Anchorage, 
Alaska, to KCPX Salt Lake City, in 
similar capacity. Jan Rich appointed 
KCPX record librarian. 


Alvin D. Ostrin, media supervisor, 
Foote, Cone & Belding, Los Angeles, 
joins KGIL San Fernando, Calif., as 
account executive. 


Richard Schlichting, formerly with 
WLWI' (TV) Indianapolis, to KMOX- 
TV St. Louis as producer-director. 





William F. Abbott, account execu- 
tive, George P. Hollingbery Co., New 
York, appointed sales manager of radio 
division in New York office. 
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Veteran retires 
John T. & 
Schilling,  vet- ; 
eran broadcast- 
er and vp Met- 
romedia Inc., 
announced his 
retirement last 
week, but plans 
to continue on — 
consulting basis Mr. Schilling 
for MMI’s Kansas City properties, 
KMBC-AM-TV. Mr. Schilling 
first became associated with radio 
in 1922 when named general man- 
ager and chief engineer.of WHB 
Kansas City, and remained with 
station until its sale to Todd Storz 
interests in 1954. WHB Broad- 
casting Co. was then changed to 
KMBC Broadcasting Co. with the 
purchase of KMBC-AM-TV and 
KFRM _ Concordia, Kan., of 
which Mr. Schilling became vp 

and general manager. 











F. Robert Fenton, account executive, 
WMGM New York, appointed assistant 
sales director. 


Frances |. Pierce, promotion direc- 
tor, KIRO-TV Seattle, resigns. Phil 
Brady, who formerly had own film pro- 


duction company and also served with 
United States Information Agency in 
Washington, joins local sales staff of 
KIRO-TV. 


Kenneth Johnson named sales serv- 
ice coordinator for WLS Chicago. 


Tom Dutton, air personality, WHMS 
Charleston, W. Va., appointed produc- 
tion director. Calvin Dailey, Chuck 
Kollias and Sandy Dutton join station 
as music director, salesman and con- 
tinuity director, respectively. 


Bill Thompson, director of pr and 
sales promotion, KGBS Los Angeles, 
assumes additional duties as station’s 
director of community affairs. 


Hugh Scott and Margaret Doumany 
join promotion department of KWTV 
(TV) Oklahoma City. 


Terrence S. Ford, former promotion 
director, WHK Cleveland, joins WJW- 
TV, that city, as assistant promotion 
director. 


Vicki Pigeon, assistant program di- 
rector and women’s editor for American 
Forces Network, joins WCKY Cincin- 
nati, as pr and promotion director. 


Bailey W. Hobgood Jr., former con- 
tinuity director, WFMY-TV Greens- 
boro, N. C., returns to station as pro- 
motion manager. Recently Mr. Hob- 
good served as general manager, WMIT- 














Important 
message? 





Sure is to 
stations that play 
record music. 








And stations all over the country are getting the message: “If you need 
help in securing exactly the right records and albums for your music 
programming — you can get it from RSI.” 

RSI makes your record dollar more productive. Does it with any 
of eight different program services, The price is right, too. That’s why 
we have over 850 satisfied station subscribers— and the list grows with 


almost every mail. 


If you haye any special record problems, call or write to: find out 
how RSI can help you, too. No obligation, of course. 


YUKON 6-0155 





RECORD SOURCE, INC. 


333 EAST 46TH STREET, NEW YORK 17, N. Y. 


P.O. BOX 4098, NORTH HOLLYWOOD, CAL. 
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MONEY TALKS 
—but what does it say? 


If you eavesdrop in the business- 
paper field, you'll find the circulation 
dollars saying to the publisher: the 
man who sent me in wants your 
publication. 


For parting with money in exchange 
for a businesspaper is more than just 
sweet sorrow—it’s proof that the 
one who parts sets a definite, ascer- 
tainable value on the publication. 


And, carried to the next logical step, 
it’s an affirmation to the advertiser 
that the readers are meeting him at 
least half way. 


A lot of very good businesspapers 
believe this is an important consid- 
eration. In fact, by having their 
circulations audited by the ABC, 
they voluntarily lay their books open 
to the scrutiny of interested out- 
siders and, in a very real sense, 
invite—and obtain—customer super- 
vision of one of the most vital phases 
of their businesses. 


If you could hold a quiet conversa- 
tion with your advertising dollars, 
we think you’d hear a good many of 
them saying they’d feel a lot safer 
about the mission you’re sending 
them on if they carried this kind of 
insurance. 


ote e 


The plus value of paid circulation is “wantedness” 


=e BROADCASTING 


TRE CUBINESEWEERLY Or TEL EVistON AND RAO 


BROADCASTING is the only publication 
in its field qualifying for 
ABC and ABP membership. 


FM Clingman’s Peak and was part own- 
er and operations manager, WYFM 
Charlotte, both North Carolina. 


Sylvia Allen, formerly of WPBC 
Minneapolis, joins KUXL Golden Val- 
ley, Minn., as promotion director. Jack 
Hyatt, KTTV (TV) Los Angeles; John 
Sewall, KDWB Minneapolis-St. Paul; 
and Mort Garren, WMIN Minneapolis- 
St. Paul, join announcing and news 
staff of KUXL. 


Wynn Moore, former news director, 
WNOR Norfolk, Va., and Tony de 
Haro, formerly with KBOX Dallas, join 
WSAI Cincinnati news staff. 


Hal Henning, radio correspondent 
for WEOK Poughkeepsie, N. Y., named 
news director. 


Merrill M. Ash, former night news 
editor of KOMO Seattle, returns as 
news director. 


Fred Lewis, director of news and 
public affairs, WOKY Milwaukee, to 
KSON San Diego, as news director. 


Don Lewis, formerly with WMEX 
Boston, to WOKW Brockton, both 
Massachusetts, as newsman and air per- 
sonality. 


Tom Edwards appointed news direc- 
tor, WNAX Yankton, S. D., succeeding 
Whitey Larson, retired. 


Allen Smith named news director, 
KMBC Kansas City, Mo. Al Zimmer- 
man, sales manager, KQEO Albuquer- 
que, N. M., to KMBC as account execu- 
tive. 


John A. Parker, sports editor, KOGO- 
TV San Diego, assumes additional du- 
ties of news editor, KOGO. 








MCPA appointees 


Phil Davis, president, Phil 
Davis Musical Enterprises, elected 
president, Musical Commercial 
Producers Assn., New York. Other 
officers elected: Morris Momor- 
sky, first vp; Hank Sylvern, presi- 
dent, Signature Music Inc., second 
vp; Victor Sack, business man- 
ager, Scott-Textor Productions, 
secretary; and Gene Forrell, presi- 
dent, Forrell, Thomas & Polack 
Assoc., treasurer. Elected to 
board: Chuck Goldstein, presi- 
dent, Chuck Goldstein Produc- 
tions; Curt Biever, president, Bie- 
ver & Stein Productions; Tony 
Faillace, ‘president, Faillace Pro- 
ductions; Jerry Jerome, vp, Jerry 
Jerome Productions; Howard 
Plummer, president, Hap Music 
Inc., and Will Lorin, president, 
Will Lorin Productions. 





War Dept. reunion 


Radio, press and motion pic- 
ture people who served in War 
Department Bureau of Public Re- 
lations in Washington during 
World War II, are invited to the 
20th annual reunion party in New 
York on Dec. 7. Organized by 
Ed Kirby, USO director of pub- 
lic relations, 237 E. 52nd St.; New 
York, and others. Interested 
parties may contact Mr. Kirby. 
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Jack Puter, spot sales manager, Ziv- 
UA, and Howard Beasley, chief an- 
nouncer, KXLY-TV Spokane, join 
KOA-TV Denver. 


Larry Martel, formerly with WENY 
Elmira, N. Y., to announcing staff of 
KPHO Phoenix. 


Arthur N. Goodyear joins WIBC 
Indianapolis as announcer. 


Bob Kelley resigns as play-by-play 
announcer for Los Angeles Angels base- 
ball team on KMPC Los Angeles, but 
will continue to announce L. A. Rams 
football games and other sports events 
on station. 


Ethel Grey, formerly with WSBA 
York, Pa., and WIOU Kokomo, Ind., 
appointed supervisor of women’s affairs, 
WIRL Rockford, Iil. 


Bill (Sheriff) Davis joins WCMS 
Norfolk, as host of country music 
show. 


Gary Palant, formerly with KDAY 
Santa Monica, Calif., joins WBBQ Au- 
gusta, Ga., as morning personality. 


Jerry Gillies, formerly of WPAM 
Pottsville, Pa., to WBCB Levittown- 
Fairless Hills, Pa., as air personality. 


Clare Brown, Mel Aldridge and 
Hank Meinhardt join WQTE Monroe, 
Mich., as air personalities. William 
Bonds named morning news and sports 
editor, succeeding Frank Imburg, re- 
signed. Irv Laing appointed operations 
manager in addition to being chief en- 
gineer. 


PROGRAMMING 


Peter (Keane, technical director, 
Screen Gems Inc., New York, elected 
chairman of New York section of So- 
ciety of Motion .Picture & Television 
Engineers. 


Robert Kraus, formerly with Sterling 
Films, New York, joins Banner Films, 
that city, as eastern division manager. 


William Egan, CBS production super- 
visor, joins Goodson-Todman Produc- 
tions, New York, as production manager 
of company’s network tv game and 
panel shows. 


Bernard Barron appointed general 
BROADCASTING, November 13, 1961 
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manager, Producers Studio, Los An- 
geles. He was studio manager and ex- 
ecutive in charge of production for 
American International, that city. 


Ellen M. Johansen, executive assis- 
tant to publisher of Printers’ Ink, to 
Storer Programs Inc., New York, as 
sales promotion and publicity manager. 


Don Garrett, creative staff member of 
Candid Camera, joins Screen Gems Inc., 
New York, as director of publicity. 


Warren G. Harris, trade press rep 
and news copy editor, Paramount Pic- 
tures, Hollywood, named to newly- 
created post of creative service manager. 


Walt Usher, formerly with Rogers & 
Cowan, Beverly Hills pr firm, to Fre- 
berg Ltd., Hollywood, as pr director. 


Bob Mayberry, producer, Leo Bur- 
nett Adv., Chicago, joins Wilding Inc., 
that city, producer of industrial motion 
pictures, as production manager of tv 
division. Carl Nelson and Ralph Davis 
named producer-director and editorial 
supervisor, respectively. 


Robert Evans, formerly of Tv 
Graphics, New York, joins Gerald Pro- 
ductions, that city, as account executive 
for tv commercial production. 


David B. Williams, formerly with 
Donall & Harman Inc., New York, joins 
National Telefilm Assoc., that city, as 
director of press information. 


EQUIPMENT & ENGINEERING 


Joseph McPhee 
named executive vp, 
Telechrome Manufac- 
turing Corp., produc- 
ers of electronic equip- 
ment for broadcasting 
and defense communi- 
cations, Amityville, 

; Long Island, N. Y. 
Mr. McPhee = Jack Horowitz and B. 
Trimboli named vps of manufacturing 
and purchasing, respectively. 


Stanley E. Miller appointed manager 
of Fullerton, Calif., picture tube plant 
of Sylvania Electric Products Inc., suc- 
ceeding Marion F. Chetty, who has 
been named manager of foreign manu- 
facturing operations for Sylvania’s in- 
ternational division. Mr. Miller had 
been general foreman of Sylvania’s Otta- 
wa, Ohio, plant. 


John P. Campbell named eastern re- 
gional division manager of H & B Com- 
munications Corp., wholly owned sub- 
sidiary of H & B American Corp., 
Beverly Hills, Calif. Mr. Campbell will 
oversee operations of H & B’s catv 
systems in Alabama, Canada, Iowa, 
Maine and New Jersey. 


Dr. Harry L. Van Velzer, electronics 
consultant with General Electric Co., 
Schenectady, N. Y., since 1925 and re- 
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cently with company’s microwave lab- 
oratory and traveling-wave tube product 
section at Palo Alto, Calif., announced 
his retirement last week. 


Ralph W. Wight, general manager of 
Westrex Recording Equipment Div., 
Litton Systems, promoted to vp. 


ALLIED FIELDS 


Luther A. Huston, for 22 years on 
staff of New York Times in Washington, 
and from 1957-60 director of public in- 
formation for Justice Department, ap- 
pointed assistant to director of Ameri- 
can Bar Assn., Washington, succeeding 
Lowell R. Beck, who was called to ac- 
tive duty in U. S. Army. Mr. Huston 
is member of National Press Club 
and former chairman of board of 
governors. 


Joseph W. Bailey, former vp and pro- 
duction executive at Ziv-UA, has opened 
law office at 200 W. 57th St., New 
York. He will specialize in representa- 
tion and consultation in radio, tv; mo- 
tion pictures and theatre. 


INTERNATIONAL 


Bob Lapthorne, who has handled 
sales and service in Australia, New Zea- 
land and Philippines since 1960 for 
Freemantle International Inc., New 
York, named far eastern sales manager. 
His territory has’ been increased to in- 
clude Japan, Hong Kong, Thailand, 
Singapore and Okinawa. 


Hal Cooke, formerly of CKEY To- 
ronto, named general manager, CKSL 
London, both Ont. 


Manny Brown, timebuyer, Baker 
Adv., Toronto, to head timebuyer, Mac- 
Laren Adv., that city. 


DEATHS 


~ Louis P. Cashman, 74, editor and 
publisher, Vicksburg Evening Post and 
president, Delta Broadcasting Co. 
(WQBC Vicksburg, Miss.), died Oct. 
5. Mr. Cashman had served as presi- 
dent of Mississippi Press Assn., and as 
director of Southern Newspaper Pub- 
lishers Assn. 


Burr Whyland, 62, engineer at WLS 
Chicago for 36 years, died Nov. 5 in 
Wesley Memorial Hospital. He had suf- 
fered heart attack while on duty at WLS 
Oct. 7. Mr. Whyland was one of found- 
ing members of Local 1220, Radio 
Broadcast Engineers and Technicians, 
IBEW. 


Marvin H. Collins, 84, father of 
LeRoy Collins, president of National 
Assn. of Broadcasters, died Nov. 5 of 
heart ailment in Tallahassee (Fla.) 
Memorial Hospital. 


William J. Herman, 37, associate ed- 
itor, CBS-TV’s U. S. Steel Hour, died 
Nov. 7 at New York Hospital. 











Now Available. 


DIRECTORY 
OF 
ARGENTINA 
TELEVISION, 
1961 


A specialized publication which 
contains in its pages the compre- 
information about the 
development of commercial TV 
in the Republic of Argentina: 


hensive 


e Radio and TV Stations 
e Managements 
e Labor Groups - 


e Directory of Actors, 
Musicians, Authors, 
Technicians. 


e Manufacturers and 
distributors of 


transmitting equipment. 


e Publicity in Argentina. 


e Producers of film of 


animated cartoons, film 


series, etc. 


In addition . .. 


Extensive information about tele- 


vision in the world. 


Limited edition 


Send for your copy today.. 


Send draft or check to the 
order of Editors of os co 


Publications . .. 


—Ramon Landagjo, 
CANGALLO 1143, 
piso 8°—104. 


Buenos Aires, Argenta 


in the amount of $10.00 (U S$)" 
—and we will send your copy 


by certified mail. é 
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FOR THE RECORD 
Radio financial data for 1960 dieerlig adherense “aren erngalie 


HOW THE NATIONAL AM RADIO NETWORKS & STATIONS FARED 








COMPARATIVE FINANCIAL DATA OF 4 NATIONWIDE AM RADIO NETWORKS AND 3,470 AM STATIONS 1959-1960 












































($ Thousands) 
Amount 1960 
19 Owned and Total 4 Nationwide Percent of 
4 Nationwide Operated 3451 Networks and 3,470 Increase 
Item Networks Stations Stations Stations (Decrease) 
A. Revenues from the sale of time: 
1. Network time sales: 
a. Sale of network time to advertisers 2.0.2.0... $31,917 pitta ¢ ~ 38 geese WET tid 
Total network time sales ee ee x etal eae ih 
2. Deductions from network's revenue from sale of time to 
advertiser: . 
a. Paid to owned and operated stations ...............s0se-0 656 Fe ain re 
b. Paid to affiliated . stations i _ _, SP eee te Jetting = 
Total participation by others (excluding commisions) 
in revenue from sale of network time | RE ee emisinin iss 
3. Total retentions from sale of network time 26,925 $ 656 $ 35,026 (1.7) 
4. Non-network time sales 
a. National and regional advertisers 23,790 202,102 74 
b. Local advertisers 10,749 5,346 7.3 
Total non-network time sales 34,539 587,448 7.3 
5. Total time sales 35,195 622,474 6.8 
6. Deduct—Commissions to agencies, representatives, etc. 6,815 66, 6.4 
NE AVES ES BEL AD AS OR RS, 2 REO 28,380 555,587 6.8 
B. Revenues from incidental broadcast activities: 
a. Talent wee 8,190 2,438 22,831 2.5 
b. Sundry broadcast revenues 1,250 620 13,445 0.3 
Total incidental broadcast activities .......................... 9,440 3,058 36,276 1.7 
Total broadcast revenue 31,548 31,438 591,863 6.5 
C. Total broadcast expenses 38,443 27,561 557 6.2 
D. Broadcast income (before federal income tax) ......................++ ($ 6,895) $ 3,877 $ 48,306 9.8 





NOTE: Data for 1959 cover the operations of 4 nationwide networks and their 19 owned and operated stations. 1960 data for owned and operated 
stations reflect the sale of one station by one network and the acquisition of one station by another network. ( ) Denotes loss 


REPORT ON EXPENSE & REVENUE IN METRO AREAS & OTHER COMMUNITIES 


1960: SELECTED REVENUE ITEMS AND BROADCAST REVENUES, EXPENSES AND INCOME! OF 3,470 RADIO? STATIONS 


No. re- Time Sales: 
No. of sie 3 National and 
stations $25, regional Local 
in or more advertisers advertisers _— Total Total Total Total 
opera- time and and Stations broadcast broadcast broadcast 
Item tion sales3 Networks sponsors sponsors reporting> revenues’ expenses income 
GRAND TOTAL**** 3510 3300 $8,101,205 $202,101,806 $385,345,652 . 3470 $560,315,348 $505,114,371 $55,200,977 
STANDARD METROPOLITAN AREAS: 
Abilene, Tex. 4 4 2,996 61,701 432,950 4 509,259 487,950 21,309 
Akron, Ohio 4 4 26,376 538,076 1,518,630 4 1,893,863 1,376,957 516,906 
Albany, Ga. 3 3 63,024 221,676 3 278,254 274,953 3,301 
eee emncseay Tees, N. Y. 9 8 58,807 1,396,142 1,349,863 9 2,450,764 2,561,193 110,429— 
srym athe N. M. 9 9 15,763 302,379 1,119,842 9 1,314,095 1,298,340 15,755 
Al ae hlehem-Easton, 8 8 8,418 325,284 1,228,359 8 1,523,429 1,364,339 159,090 
Altoona, Pa. 5 5 4,857 102,199 440,870 5 542,057 643,774 101,717— 
Amarillo, Tex. 6 6 15,296 214,833 738,847 6 899,671 976,739 77,068— 
Ann Arbor, Mich 3 3 398 64,602 302,705 3 362,791 443,227 80,436— 
Asheville, N.C. 4 4 2,302 105,309 370,398 4 482,674 550,513 67,839— 
Atlanta, 18 17 91,739 1,873,491 2,939,166 18 4,470,376 3,923,181 547,195 
Atlantic City, NJ 4 4 3,544 2,428 357,276 4 186 439, 4 
Augusta, Ga.-S. 82 7 8,104 152,993 662,262 8 819,073 856,162 37,089— 
Austin, Tex 5 5 2,148 263,327 615,890 5 814,346 853,416 39,070— 
13 12 32,660 280,104 702,055 13 977,609 1,211,510 233,901— 
Baltimore, Md 15 15 173,916 2,308,365 3,911,039 15 5,669,599 4,796,610 872,989 
Bey thks , La . ; 0,455 171,735 908,92 ; 1,027,527 994,504 33,023 
Beaumont-Port Arthur, Tex 8 8 3,325 284,171 772,744 8 1,009,427 1,011,611 2,184— 
Billings, Mont. 5 5 30,189 110,847 379,265 5 513,154 624,980 111,826— 
Binghamton, N.Y. cae, 4 17,993 034 522,003 4 752,222 812,230 60,008— 
Birmingham, Ala 12# 11 22,328 859,598 1,419,731 12 2,261,206 2,362,918 101,712— 
Boston, Mass. 17 17 102,931 5,214, 962,077 17 9,479,931 7,724,284 1,755,647 
patereert, Conn 2 2 7“ * “* 2 ** ** ** 
4 Mass 1 1 ** * ** l ** ** ** 
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Item 


Brownsville-Harlingen-San 
Benito, Tex. 

Buffalo, N.Y. 

Canton, Ohio 

Cedar Rapids, lowa 

Champaign-Urbana, III. 

Charleston, S.C. 

Charleston, W.Va. 

Charlotte, N.C. 

Chattanooga, Tenn.-Ga. 

Chicago, Ill. 

Cincinnati, Ohio-Ky. 

Cleveland, Ohio 

Colorado Springs, Colo. 

Columbia, S.C 

Columbus, Ga. 

Columbus, Ohio 

Corpus Christi, Tex. 

Dallas, Tex. 

Davenport- “Rock Island-Moline 

Dayton, Ohio 

Decatur, il, 

Denver, Colo. 

Des Moines, lowa 

Detroit, Mich. 

Dubuque, lowa 

Duluth-Superior, Minn.-Wis. 

Durham, N.C 

El Paso, Tex. 

Erie, Pa. 

Eugene, Ore. 

Evansville, Ind.-Ky. 

Fall River, Mass.-R.1. 

Fargo-Moorehead, N.Dak.-Minn. 

Fitchburg-Leominster, Mass. 

Flint, Mich. 

Ft. Lauderdale-Hollywood, Fla. 

Fort Smith, Ark. 

Fort Wayne, Ind. 

Fort Worth, Tex. 

Fresno, Cal. 

Gadsden, Ala. 

Galveston-Texas City, Tex. 

Gary-Hammond-E. Chicage, Ind. 

Grand Rapids, Mich. 

Great Falls, Mont. 

Green Bay, Wis. 

Greensboro-High Point, N.C. 

Greenville, S.C. 

Hamilton-Middleton, Ohio 

Harrisburg, Pa. 

Hartford, Conn. 

Honolulu, Hawaii 

Houston, Tex. 

Huntington-Ashland, W.Va.-Ky.-0. 

Huntsville, Ala. 

Indianapolis, Ind. 

Jackson, Mich. 

Jackson, Miss. 

Jacksonville, Fla. 

Johnstown, Pa. 

Kalamazoo, Mich. 

Kansas City, Mo.-Kan. 

Kenosha, Wis. 

Knoxville, Tenn. 

Lake Charles, La. 

Lancaster, Pa. 

Lansing, Mich. 

Laredo, Tex. 

Las Vegas, Nev 

Lawrence-Haverhill, Mass.-N.H. 

Lawton, Okla. 

Lewiston-Auburn, Me. 

Lexington, Ky. 

Lima, Ohio 

Lincoln, Neb. 

Little Rock-N. Little Rock, Ark. 

Lorain-Elyria, Ohio 

Los Angeles-Long Beach, Calif. 

Louisville, Ky.-Ind. 

Lowell, Mass. 
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No. of rting 
stations $25,000 
in or more 
opera- time 
tion sales 
2 2 
11 10 
35 5 
3 3 
2 2 
6# 5 
6 6 
7 7 
8 8 
26 24 
8 8 
9 9 
6 6 
7 
6 
6 
6 
12# 1 
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Time Sales: 
National and 
regional Local 
advertisers advertisers 
and a 
Networks sponsors* sponsors* 
54,795 2,505,245 2,436,246 
39,528 435,849 559,353 
3,053 874,411 509,406 
12,148 176,470 491,475 
27,856 7; 731,778 
9,367 852,711 839,599 
12,087 220,592 1,143,815 
149,451 12,374,150 11,359,660 
528,423 3,081,333 2,338,492 
141,023 3,437,987 3,475,957 
50,883 23,516 536,429 
12,450 223,231 716,644 
9,084 168,849 564,858 
9,914 1,649,471 1,848,852 
14,037 493,813 531,315 
941 1,871, 500 3,046,679 
14,754 379, 007 644,3 
941,914 1,771,143 
171,906 1,322,334 2,889,244 
80,193 ,493,004 1,002,798 
136,720 6,770,324 5,693,2 
14,682 346,915 731,020 
3,128 144,320 379,744 
4,590 216,021 865,146 
5,489 220,116 513,307 
8,705 191,592 515,779 
183 217,822 568,577 
12,249 313,446 487,368 
19,322 335,472 955,674 
103,582 , 
6,346 62,060 327,951 
19,425 563,864 1,026,518 
36,394 843,261 1,605,388 
26,189 724,629 1; 145, 007 
910 32,719 2 600 
76,842 237, 897 
70,925 627,080 
11,790 632,780 1,064,224 
46,624 73,771 384,591 
8,623 212,292 484,677 
3,901 185,590 786,470 
18,299 214,548 693,017 
14,331 372,542 586,185 
26,868 1,986,447 730,800 
68,880 615,131 1,683,059 
122,246 1,947,639 2,956,514 
,032 213,570 622,751 
8,636 56,742 307,157 
15,693 1,576,674 2, 286, 215 
8,091 228,785 703,725 
23,866 811,209 1,095,794 
5,614 150,703 "602 
840 307,187 567, 386 
55,792 2,090,350 2 488,333 
18,439 413,302 1,011,674 
1,020 104,413 6,116 
4,864 276,540 433,000 
3,157 211,820 797,864 
5,250 151,055 493,389 
5,286 157,448 557,684 
107,279 582,048 
58,479 476,314 630,503 
293,794 9,241,312 13,229,931 
26,059 1,537,961 81,0 


Total 
stations 
reporting> 


ry 


Total 
broadcast 
revenues® 


2 


4,408,651 
1,031,411 


? , 
* 


667,912 
956,422 
1,558,900 
1,323,402 
23,506,394 
5,294,661 
6,750,526 
609,982 
939,903 
748,854 
3,246,782 
945,809 


2, 575, 318 
4,032,153 


2,290,866 
10, 828, 933 


363,646 
3,494,419 


914,756 
we 


1,471,898 
28,292 
688,402 

1 028,535 
630,015 


** 
** 


718,895 
689,791 


“04788 


19,661,145 


” ’ 
** 


Total 
broadcast 
expenses 


ad 


4,173,414 
14,725 
1,193,756 


657,121 


1,127,950 
1 963,082 


3,861,151 
2,375,859 
7,751,588 


1,031,477 
504,877 
1,133,360 
29,548 
752,737 
757,431 
725,583 
1,228,991 
767,919 


379,355 
1,235,080 


ee 


700,129 


644,044 
1,162,010 
16,506,214 

902,309 


’ 
* 


Total 
broadcast 
income! 


** 


235,237 
116,686 


’ 
** 


10,791 
3,177— 
103,281— 


124,029 


161,128 
402,246 
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Norwalk, 
Odessa, Tex. 
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Omaha, Neb.-lowa 
Orlando, Fla. 
Paterson-Clifton-Passaic, NJ. 
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Pi Mass. 
Portland, Me. 
Portland, Ore.-Wash. 


Providence-Pawtucket, R.!.-Mass. 
Utah 


Provo-Orem, 

Pueblo, Colo. 
N. C. 
Pa. 
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No. re- 
No. of __ porti 
stations $25, 

or more 

opera- time 

tion Sales 
6 6 
3 3 
7 6 
3 3 
3 3 
10 10 
1 1 
13 13 
3 3 
8 8 
12 12 
7 7 
4 4 
6 6 
1 1 
4 4 
8 8 
2 2 
2 2 
4e 4 
3 3 
10 10 
30 30 
5 5 
3 2 
7 7 
2 2 
4 4 
3 
8 
7 
8 
1 
8 
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Networks 


3,080 
8,195 


1,534 
52,931 


1,205 
9,131 


36,480 
530,182 


706 


133,626 
947,313 
ee 


531,476 
146,517 


1,256,081 
26,612,905 
720,7 


38208 


Local 
advertisers 
and 
sponsors* 
830,936 

699 


280,739 
496,381 


395,186 
1,692,557 


* 


839,234 
337,338 


1,593,224 
11,826,345 


’ 7 
** 


1,338,109 


516,619 
1,998,185 


Total 
Stations 
reporting® 


—_— —_ 
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Total 
broadcast 
revenues® 


931,629 
333,632 
706,518 
1,041,867 
665,649 
2,722,176 


4,274,040 
349,492 
4,778,557 
5,510,523 
887,171 
357,920 
813,141 


515,253 
2,347,596 
se 


1,197,810 
469,246 


2,530,963 
34,377,781 
2,071,566 
1,826,750 
470,920 
396,277 
2,020,262 
2,338,784 
1,226,266 
737,685 
1,182,523 
11,954,762 
651,632 


6,606,816 
eo 


1,805,489 


1,114,821 


te 


Total 
broadcast 
expenses 


799,397 


654,339 
2,397,564 


3,702,312 
348,267 
3,890,866 
4,849,887 
981,148 
350,147 
708,975 


468,604 
2,501,344 


s* 


1,192,668 
37,283 


2,445,298 
26,924,734 
1 690,2 17 


1,553,351 


442,664 
362,279 
1,702,415 
2,145,108 
1,217,023 


719,541 
1,331,182 
11,050,511 
2,713,218 
5,419,262 
824,877 
3,086,112 
2,529,161 
275,982 
467,300 


893,392 
2 


2,062,958 
2,567,681 


,909,027 
1,231,327 


1,044,169 


Total 
broadcast 
income! 


132,232 
483 


153,748— 


5,142 
31,963 


85,665 
7,453,047 
273,399 
28,256 


23,165— 
353,703 
23,056— 


44,202— 
257,469— 
211,207— 


54,807 
28,579 
48,494 
61.716 
55,431 
70,652 


* 
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No. re- Time Sales: 


rtin ng National and 
stations $25, regional Local 
in or more advertisers advertisers Total Total Total Total 
opera- «time and and stations broadcast broadcast broadcast 
Item tion sales’ Networks sponsors sponsors* reportingS revenues expenses income! 
poe ge > gah Ohio-W.Va. 2 2 pie < ete 2 - -. said 
Stockton, Calif 4 4 4,683 219,899 494,143 4 700,654 743,751 43,097— 
racuse, N.Y. 9 9 . 28,772 984,011 1,353,801 9 2,041,537 1,738,332 ; 
acoma, Wash. 4 4 933° 3,532 145,601 851 4 572,424 938 26,486 
Tampa-St. Petersburg, Fla. 15# 14 “13,443 926,760 1,985,850 15 2,724,723 2,422,934 301,789 
Terre Haute, Ind. 3 3 1,394 91,193 316,059 3 396,223 402,176 5,953— 
Texarkana, Tex.-Ark. 3 3 3,085 79,070 226,814 3 306,903 295,549 11,354 
Toledo, Ohio 4 4 24,747 629,637 1,383,805 4 1,877,280 1,475,423 401,857 
Topeka, Kan. 4 4 3,661 371,428 631,255 4 970,832 931,059 ? 
Trenton, N.J. 3 3 163 232,576 502,564 3 707,977 717,410 9,433— 
Tucsen, Ariz. 9 9 41,217 172,131 929,336 9 1,081,425 1,184,353 102,928— 
Tulsa, Okla. 6. 6 52,108 701,877 1,055,156 6 1,641,722 1,609,539 32,183 
Tuscaloosa, Ala. 5 5 011 83,739 302,499 5 411,923 396,280 15,643 
Tyler, Tex. 4 3 1,739 86,566 223,776 3 297,931 295,642 2,289 
oe N.Y. : ; 17,967 254,231 638,374 $ 924,882 937,591 12,709— 
aco, Tex. = oe 
Washington, D.C.-Md.-Va. 17 17 53,727 3,420,143 5,007,237 17 7,883,947 6,979,758 904,189 
Waterbury, Conn 3 3 7,66 06,752 339,149 3 430,400 377,359 53,041 
Waterloo, lowa 3 3 3,985 109,012 420,166 3 518,837 494,844 23,993 
W. Palm Beach, Fla. 9 6 4,091 91,225 645,568 8 737,148 755,568 18,420— 
Wheeling, W.Va.-Ohio 5 5 4,943 558,056 681,702 5 1,167,686 1,008,361 159,325 
Wichita, Kan. 6 6 6,802 533,881 1,114,956 6 504,940 1,455,025 49,915 
Wichita Falls, Tex. 3 3 2,172 282,992 337,151 3 584,598 630,537 45,939— 
Wilkes Barre-Hazleton, Pa. 6 6 16,637 185,853 581,835 6 787,227 803,032 15,805— 
Wilmington, Del.-N.J. 4 4 12,617 235,645 4 1,086,557 609 221,948 
Winston-Salem, N.C. 5# 4 476 145,250 710,332 5 774 849,176 57,598 
Worcester, Mass. 4 4 46,424 508,963 658,140 4 ee 448 1,168,441 , 
York, Pa. 4 4 8,738 201,587 552,003 4 716,228 572,981 143,247 
Youngstowr-Warren, Ohio 5 5 58,043 504,159 861,858 5 1,356,443 1 239, 069 117,374 
TOTAL 1362 1318 6,058,456 177,584,405 242,085,670 1350 391,639,320 348,647,980 42,991,340 


NON-METRO. AREAS OF 3 OR MORE STATIONS 


Anniston, Ala. 3 3 423 20,123 242,056 3 264,250 240,824 23,426 
Decatur, Ala. 3 3 485 25,084 139,892 3 164,954 160,547 4,407 
Dothan, Ala. 3 3 563 "40,715 158,293 3 194,957 161,409 33,548 
Selma, Ala. 3 3 * 15,918 117,238 3 130,334 126,673 3, 
Anchorage, Alaska 3 2 cz " =e ad 2 ae om eu! 
Flagstaff, Ariz. 3 3 28,186 "42,558 153,652 3 214,733 228,455 13,722— 
Prescott, Ariz. 3 2 : ” 3 — veg ee 
Yuma, Ariz. 4 4 30,997 50,009 200,697 4 264,238 291,328 27,090— 
Hot Springs, Ark. 3 3 35,023 143, 3 173,724 183,015 9,291— 
Pine Bluff, Ark. 4# 3 49,675 204,883 4 262,299 239,756 22,543 
Eureka, Calif. 3 3 3,251 69,118 291,381 3 361,505 321,088 40,417 
Modesto, Calif. 3 3 05,360 458,420 3 551,201 597,857 46,656— 
Redding, Calif. i 5 4 2,980 56,145 216,127 5 278,100 300,668 22,568— 
San Lujs Obispo, Calif. 3# 3 3,784 45,977 221,985 3 276,953 290,056 13,103— 
Grand Junction, Colo. 3 3 6,876 70,335 316,176 3 385,940 373,633 12,307 
Daytona Beach, Fla. 3 3 843 40,542 273,880 3 305,913 291,305 14,608 
Gainesville, Fla. 3 3 22,336 30,512 269, 3 326,593 308,674 17,919 
Lakeland, Fla. 3 3 ,273 47,419 255,317 3 299,708 305,718 6,010— 
Ocala, Fla. 3 3 23,743 216,306 3 236,188 234,202 1,986 
Tallahassee, Fla. 4 3 32,098 234.154 3 268,860 286,789 17,929— 
Athens, Ga 3 3 1,000 41,062 281,306 3 357,689 334,284 23,405 
Gainesville, Ga. 3 3 700 "45,269 331,648 3 394,155 365, 939 28,216 
Griffin, Ga 3# 2 st af we ee 3 : . 
Rome, Ga. 3 3 1315  °* 25,957 320,779 3 375,421 350,666 24,755 
Valdosta, > 4 3 "57,865 168,337 4 242,355 261,463 19,108— 
Hilo, Hawaii 3 2 bay f Fie ** 3 ste aa dd 
Boise, Idaho 4 4 66,505 ~ 75,619 340,102 4 439,547 493,883 54,336— 
Idaho Falls, Idaho 42 3 15,455 54.388 219,135 3 279,659 265,222 14,437 
Pocatello, Idaho 3 2 bas ee se 2 be et! ba 
Twin Falls, Idaho 3 3 36,591 27,850 243.554 3 292,305 298,534 6,229— 
Mason City, lowa 3 3 1,786 ‘ 121,106 339.479 3 439,459 414,878 24,581 
rset Ht Green, Ky. 3 3 4,619 29,475 253,081 3 286,230 270,742 : 
Paduca’ 3 3 3,230 46,366 239,573 3 282,430 294,278 11,848— 
Nexandiian ‘ta. 3 3 1,351 98,327 384. 008 3 467,119 378,124 88,995 
Lafayette, La. 3# 2 ba $ ee 3 ° 8 
Bangor, Me 3 3 62,931 100,285 277.540 3 420,677 370,553 50,124 
Salisbury, Md. 3 3 78 110,705 225.417 3 327,156 313,833 + 13,323 
Greenville, Miss. 3 3 33,992 205,493 3 233,878 208,858 25.020 
Hattiesburg, Miss. 4 4 1,036 31,509 243,316 4 309,078 292,008 ~ 17,069 
Laurel, Miss. 3 3 902 11,716 273,229 3 289,021 * 278.642 10,379 
Meridian, Miss. 5 5 yo 29,199 320,337 5 367,375 °\324,108 43,267 
Joplin, Mo 3 3 1, 40,237 257,404 3 291,089 301.795 10,706— 
Butte, Mont. 3 3 55,545 19,524 116,209 3 242,669 245,527 , 
Missoula, Mont. 4 4 16,875 ie 291.926 4 195 360,214 17,019— 
Farmin NLM. 3 109 ‘ 34,7 265,927 3 294,922 247,692 47, 
Roswell, N.M. 3 3 5,285 i 56,692 249,517 3 301,424 299,759 1,665 
Elmira 3 3 7,662 53,693 299,665 3 358,168 ~ 321,164 37,004 
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No. re- Time Sales: 
No. of a National and 
stations $25, regional Local 
in or more advertisers advertisers Total Total Total 
opera- time and and stations broadcast broadcast 
Item tion sales? Networks sponsors* sponsors reporting’ revenues® expenses 
3 2 *“* ** *** 2 ** ** 
Feet N ra 4 4 10,717 38,565 442,638 4 580,612 604,109 
3 3 7,593 24,658 261,688 3 297,806 270,749 
Rocky W tice 3 3 9, 55,318 194,456 3 259,490 241,782 
ton, RC L. 3 3 6,511 23,968 227,728 3 257,544 245,225 
Cc. 3 3 1,797 90,400 239,103 3 334,249 348,798 
wimg 3# 2 * ** ** 3 * * 
Bismarck, i D. 3 3 8,785 240,728 267,703 3 461,142 399,437 
Minot, N 3 3 1,404 78,128 82,827 3 340,261 314,921 
Klamath Falls, Ore. 3 3 7,449 64,694 216,802 3 300,965 324,335 
Medford, Ore. 4 4 8,034 76,961 274,752 4 346,961 371,059 
Pendleton, Ore 3 2 ** ** ** 3 *** eee 
ro ang igh 3 3 2,291 23,704 185,651 3 207,448 219,470 
Salem, Ore. 3 3 5,503 59,256 267,592 3 369,311 367,548 
Williamsport, Pa 3 3 5,828 68,123 230,978 3 306,531 300,881 
Florence, S.C. 3 3 1, 50,833 214,681 3 259,524 239,887 
fiw rel S.C. 3 2 ri * * 3 tee “ke 
S.C. 3 3 6.911 107,233 349,378 3 470,078 455,213 
Sumter, S.C. 34 2 iad -— is 3 id ” 
Rapid City, S.D 3 3 2,790 99,736 314,019 3 417,429 395,854 
enn. 3 3 1,381 71,832 215,486 3 280,991 230,995 
Big gs, Tex 3 3 824 18,896 204,107 3 231,482 237,103 
Vt. 3 3 4,494 73,747 346,536 3 430,410 410,523 
C ille, Va 3 3 979 : 993 3 361,222 317,946 
Danville, Va. 4 3 972 29, 416,324 4 480,398 462,886 
Bel , Wash. 3 3 68,157 260,198 3 307,880 308,907 
Walla Walla, Wash. 3 3 1,225 52,906 181,223 3 227,580 222,813 
Wenachee, Wash. 3 3 7,728 9; 240,332 3 297,217 317,239 
Yakima, Wash 4 4 1,449 162,991 342,655 4 472,277 490, 
Clarksburg, W.Va. 3 3 4,077 34,393 235,767 3 270,058 307,986 
Parkersburg, W.Va. 3 3 1,572 47,148 201,030 3 256,445 266,007 
Eau Claire, Wis. 3 3 3,240 119,763 335,548 3 451,477 417,908 
La Crosse, Wis. 3 3 10,664 79,578 302,568 3 420,108 387,504 
Wausau, Wis. 3 3 3,919 141,207 234,532 3 359,272 307,445 
Casper, Wyo. 3 3 2,583 8,395 242,023 3 275, 702 312,921 
Cheyenne, Wyo. 3 2 v4 05% ~ 2 ah 
265 247 605,192 4,565,428 20,542,328 259 25,812,950 25,110,093 
Commonwealth & poss. 
3 or more stations 
pone. Os Puerto Rico 5 5 55,059 182,096 174,555 5 386,214 328,603 
Puerto Rico 5 4 113,127 302,568 140,966 5 524,470 364,257 
San sag ay Puerto Rico 104 9 91,591 1,078,299 909,218 9 1,881,599 1,444,611 
Arecebo, Puerto Rico 3 3 10,448 86,551 109,547 3 201,283 187,638 
23 21 270,225 1,649,514 1,334,286 22 2,993,566 2,325,109 
Other communities 11 10 31,313 503,044 9,609 1 801,336 729,965 
34 31 301,538 2,152,558 1,673,895 33 3,794,902 3,055,074 


1 Before Federal income tax. 
2 Excludes 218 independently operated FM stations. 
3 Stations with less than $25 


,000 time sales report only total 


revenues and total expenses. Stations with total time sales of 
$25,000 or more, however, accounted for over 99% of the 


broadcast revenues of the 3.470 reporting stations. 
4 Before Commissions to agencies, representatives 
Note:—denotes loss. 
km es data for 40 stations whose reports were 


and others. 
filed late. 


‘otal revenues consist of 7 time sales less commissions plus 


talent and program sales. 


Total 
broadcast 
income! 


** 


23,497— 
27:057 
17,708 
12'319 
14,549— 


61,705 
25,340 
23,370— 
24,098— 


*** 


12,022— 


37,219— 
702,857 


739,828 


= Not all stations in this market operated a full year during 1960. 


* Data withheld because third 
tion for short period during 1960. 


** Data not published for groups of less than 3 station 


station in this market in opera- 


*** Data withheld to maintain confidentiality of individual station 


fii 
sess The station totals on this line differ from those given in 


Table below since that 


table excludes data for 19 network 


owned stations while this table includes the data for such 


stations. F.C.C. - Washin, 


BREAKDOWN OF FINANCES AT 3,451 RADIO STATIONS 
COMPARATIVE FINANCIAL DATA OF 3,4511 AM RADIO STATIONS 1959-1960 ($ THOUSANDS) 








Item 
Amount 
1960 
A. Revenues from the sale of time: 
1. Network time sales: 
a. Nationwide networks ......................0.0. $ 4,2622 
b. Regional networks 2,098 
c. Mis scellaneous networks and stations .. Toss 
Total 7,445 


2. Non-network time sales: 
a. National and regional advertisers and 
178,312 


sponsors 
b. Local advertisers and sponsors ............ 374,597 
bea revenues from non-network 








sales 
Total revenues from time sales .... 
3. Deduct—Commissions to regularly estab- 
lished agencies, representati 
and others 


ives, brokers 
Net revenues from time sales ...... 525099 
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552,909 
560,354 





Percent of 
Increase 
(Decrease) 


ae | 
Bwwn 
HOH 


ae: ee 
a WoO 


NN 





Item 
Amount 
1960 
B. Revenues from incidental broadcast activities: 
Talent 
Sundry broadcast revenues ...................:.ec0- 
Total revenues from _ incide 


broadcast activities 
Total broadcast revenues . 
. Total broadcast expenses of stations 


D. Broadcast Income (before federal income tax) $ 51, 324 


NOTE: Excludes 218 independently operated fm stations. 
13,361 stations reported in 1959. 








gton, D. C. 


Percent of 
Increase 
(Decrease) 


(9.8) 


a 


WAAHE ~w 


Wiwww hw 


? Figure differs slightly from that shown in Item A.2.b. of Table 3 be- 


cause of minor variations in accounting practices. 


3 Some small amount of network and national non-network time sales 
may be included here since stations with less than $25,000 time sales 


for the year do not report detailed revenue breakdown. 
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As compiled by BROADCASTING, Nov. 2 
through Nov. 8, and based on filings, 
authorizations and other actions of the 
FCC. Includes data on new stations, 
changes in existing stations, ownership 
changes, hearing cases, rules & stand- 
ards changes, routine roundup. 


Abbreviations: DA—directional antenna. cp 
—construction t. ERP—effective radi- 
ated power. vhi—very high frequency. uhf 
—ultra high frequency. ant.—antenna. aur.— 
aural. vis.—visual. kw—kilowatts. w—watts. 
mc—megacycles. D—day. N—night. LS— 
local sunset. mod.—modification. trans.— 
transmitter. unl.—unlimited hours. kc—kilo- 
cycles. SCA—subsidiary communications au- 
thorization. SSA—special service authoriza- 
tion. STA—special tem authorization. 
SH—specified hours. CH—critical hours. *— 
educational. Ann.—Announced. 


New tv stations 


APPLICATIONS 


Grand Rapids, Mich.—West Michigan 
Telecasters Inc. Vhf ch. 13 (210-216 mc); 
ERP 316 kw vis., 158 kw aur. Ant. height 
above average terrain 959 ft., above ground 
966 ft. Estimated construction cost $994,722; 
first year operating cost $1,055,000; revenue 
$1,283,000. P. O. address 320 E. Fulton St., 
Grand Rapids 2. Studio location Grand 
Rapids; trans. location near Bridgeton, Mich. 
Geographic coordinates 43° 18 32” N. lat., 
85° 55° 00” W. long. Trans. GE-TT-51B. 
Legal counsel Arnold, Fortas & Porter, 
Washington, D. C., consulting engineer A. 
Earl Cullum Jr., Dallas, Tex. Applicant has 
25 stockholders. Lewis V. Chamberlin, 
president and 3.7% owner, is vice president 
of structural steel firm; William C. Demp- 
sey, vice president and 11.11% owner, has 
been general manager of *WQEDITV Pitts- 
burgh, Pa. Ann. Nov. 1. 

Rochester, N. ¥Y.—Genesee Valley Tv Inc. 
Vhf ch. 13 (210-216 mc); ERP 316 kw vis., 
158 kw aur. Ant. height above average 
terrain 500 ft., above ground 334.5 ft. Es- 
timated construction cost $1,291,800; first 
year operating cost $1,471,000; revenue $1,- 
735,000. P. O. address 400 ilder Bldg., 
Rochester 14. Studio location Rochester; 
trans. location Brighton, N. Y. Geographic 
coordinates 43° 08 08.5” N. lat., 77° 35’ 01” 
W. long. Trans. RCA TT 50 AH; ant. RCA 
TW 9A13D. Legal counsel Hogan & Hartson, 
Washington, D. C.; consulting engineer 
Robert Kennedy, Washington. Principals in- 
clude: Francis J. D’Amanda, ur L. 
Stern, Horace P. Gioia, Frederick M. Tobin, 
Carl S. Hallauer (each 852%) and others. 
Mr. D’Amanda is attorney and owns 25% 
of apartment building; Mr. Stern is at- 
torney; Mr. Gioia owns 25% of shopping 
center and 19% of macaroni manufacturing 
firm; Mr. Tobin is president of meat pack- 
ing firm; Mr. Hallauer is president of opti- 
= equipment and supplies manufacturing 

rm. 

Syracuse, N. Y.—George P. ya gery 
Vhf ch. 9 (186-192 mc); ERP 184 kw vis., 
105 kw aur. (RMS). Ant. height above aver- 
age terrain 1,000 ft., above ground 662.4 ft. 
Estimated construction cost $856,575; first 
year operating cost $1,250,000; revenue $1,- 
500,000. P. O. address 307 N. Michigan Ave., 
Chicago, Ill. Studio location yracuse; 
Trans. location near Syracuse. Geographic 
coordinates 42° 54 50” N. lat., 76° 05’ 16” 
W. long. Trans. GE-TT-51B, ant. GE TY-52B. 
Legal counsel Maurice R. Barnes, Washing- 
ton, D. C.; consulting engineer Edward 
Deeters, Washington. Applicant is chairman 
of board and 71.35% owner of George P. 
a Co., station representative firm. 

nn 8. 


New am stations 


ACTIONS BY FCC 


Berlin, N. H.—Good Radio inc. Granted 
1400 ke; 250: w_unl. P. O. address c/o W. F. 
Rust. Jr., 155 Front St., Manchester, N. H. 
Estimated construction cost $10,240; first 
year operating cost $40,000; revenue $50,000 
Principals: William F. Rust Jr. (60%), Ralph 
Gottlieb (40%). Messrs. Rust and Gottlieb 
are stockholders in WKBR-AM-FM Man- 
chester, WTSN Dover, WKBK Keene, all 
New Hampshire; WAEB-AM-FM Allentown 
and WNOW-AM-FM York, both Penn- 
sylvania. Comr. Bartley dissented. Action 
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STATION AUTHORIZATIONS, APPLICATIONS 


Nov. 8. 


Hardin, Mont.—Big Horn County Musi- 
casters. Granted 1230 ke, w unl. P. O. 
address W. 411 33rd Ave., Spokane. Es- 


timated construction cost $10,995, first year 
operating cost $45,000, revenue $54,000. Equal 
partners D. Gene Williams and Delbert 
Bertholf have interests in KOYN Billings, 
KUDI Great Falls, both Montana; WQDY 
Minot, KQDI Bismarck and KUTT Fargo, 
all North Dakota. Action Nov. 2. 

Taylorsville, N. C.—Robert B. Brown. 
Granted 1570 kc, 500 w D. P. O. address 
North Wilkesboro, N. C. Estimated construc- 
tion cost $17,925; first year operating cost 

,000; revenue . Applicant is pro- 
gram-news directo or of Wilkes Bestg. Co. 
Inc., licensee of WKBC North Wilkesboro, 
and WATA Boone, both North Carolina. 
Action Nov. 2. 

Lynchburg, Va.—Southeastern Bestg. 
Corp. Granted 1320 kc; 1 kw D. P.O. ad- 
dress c/o Denzel M. Shaver, box 1056, Lum- 
berton, N. C. Estimated construction cost 
$11,325; first year operating cost $58,000; 
revenue $78,000. Se we is licensee of 
WAGR Lumberton, N. C. Action Nov. 8. 


APPLICATIONS 

Apache Junction, Ariz. — Superstition 
Mountain Enterprises Inc. 660 kc; 1 kw D. 
P. O. address c/o Jack Harris, 1053 W. 6th 
St., Mesa, Ariz. Estimated construction cost 
$28, 180; first year operating cost $33,600; 
revenue $54,000. Superstition Mountain En- 
terprises Inc. has more than 1,000 stock- 
holders; W. Winfield Creighton, president, 
is partner in real estate firm. Ann. Nov. 2. 

Vista, Calif—Tri-City Bestg. Inc. 890 kc; 
1 kw. D. P. O. address 740 E. Alosta, Glen- 
dora, Calif. Estimated construction cost 
$33,575; first year operating cost $35,000; 
revenue $54,000. Principals: Ray B. Bloker, 
Charles F. Mitchell, William H. Jaeger 
(each one-third). Mr. Jaeger is announcer 
for KWOW Pomona, Calif.; Mr. Bloker 
owns citrus ranch; Mr. Mitchell is propri- 
etor of sales company. Ann. Nov. 2. 

Rochester, Minn.—_WBIZ Inc. 1520 kc; 1 
kw D. P. O. address c/o Howard G. Bill, 
609 Cameron St., Eau Claire, Wis. Estimated 
construction cost $17,746; first year operat- 
ing cost $50,000; revenue . Howard 
G. Bill, sole owner, owns WBIZ Eau Claire, 
Wis. Ann. Nov. 3. 

South St. Paul, Minn.—South St. Paul 
Bestg. Co. 4 ke; 1 kw D. P. O. address 
Redfield, S. D. Estimated construction <= 
$28,018; first B a operating ous’ $31,000 
revenue $60,000. Roger D. Wilson, sole 
owner, has one-third interest in contracting 
firm. Ann. Nov. 3. 


Existing am stations 


APPLICATIONS 


KFMB San Diego, Calif—Mod. of cp 
(which authorized change in anti-trans. 
location) to change frequency from 540 kc 
to 750 kc, make changes in DA system. 
Ann. Nov. 3. 

KGEK Sterling, Colo.—Cp to increase day- 
time power from 250 w to 1 kw and in- 
stall new trans. Ann. Nov. 9. 

WHHT Lucedale, Miss—Cp to increase 
power from 1 kw to 5 kw and install new 
trans. Ann. Nov. 2. 

WJIW Cleveland, Ohio—Cp to increase day- 





time power from 10 kw to 25 kw, install 

new trans. and make changes in DA a 

tem (two additional towers). Ann. Nov. 2. 
WENO Madison, Tenn.—Cp to change 

hours of operation from D to unl, using 

powers of 1 kw, 5 -LS, install new trans. 

= — use and install DA-N. Ann. 
ov. 9. 


New fm stations 


APPLICATIONS 


Miami, Fla.—Harvey Sheldon. 99.1 mc; 
18.8 kw. Ant. height above average terrain 
300 ft. P. O. address 23 Central Ave., Secur- 
ity Trust Bldg., Lynn, Mass. Estimated con- 
struction cost $16,792; first year operating 
cost $23,457; revenue $55,000. Harvey Shel- 
don, sole owner, owns cp for WUPY(FM) 
Lynn, and has been employed by WMAS- 
AM-FM and WTYM Springfield, both Mas- 
sachusetts. Ann. Nov. 2. 

*Orono, Me.—University of Maine. 91.9 
me; 375 w. _— height above average ter- 
rain . P. O. address c/o Prof. Wofford 
G. Gardner, U. of Maine, Orono. Estimated 
construction cost $2,400; first year operat- 
ing cost $4,000. Ann. Nov. 2. 

Keene, N. H.—WKNE Corp. 103.7 mc; 1 
kw. Ant. height above average terrain 545 
ft. P. O. address c/o Joseph K. Close, 17 
Dunbar St., Keene. Estimated construction 
cost $27,505.79; first year operating cost 
$10,000; revenue $10,000. Principals: Joseph 
K. Close (69.5%), Robert T. Colwell, Abbot 
K. Spencer (each 4.7%) and others, who 
—_ similar interests in WKNE Keene. Ann. 

ov. 3. 

Williamston, N. C.—East Carolina Bestg. 
Co. 103.7 mc; 3 kw. Ant. height above aver- 
age terrain 202 ft. P. O. address Box 590, 
Williamston. Estimated construction cost 
$10,070; first year operating cost $5,000; 
revenue $6,000. Principals: W. H. Farrior Jr., 
Charles M. Gaylord (each 50%). Messrs. 
Farrior and Gaylord are equal partners in 
WL illiamston. Ann. Nov. 

Amarillo, Tex.—Panhandle Bestrs. 103.5 
me; 3.034 kw. Ant. height above average 
terrain 250 ft. P. O. address 528 Amarillo 
Bldg., Amarillo. Estimated construction 
cost $12, 490; first year operating cost $21,- 

; revenue $24,000. Principals: B. W. 
Spiller, U. C. Sterquell (each 50%). Mr. 
Sterquell is CPA; Mr. Spiller is manager of 
electronics supply firm and has been = 
he er of KFDA-TV Amarillo. Ann. 

ov. 2. 

KTWR(FM) Tacoma, Wash,—C ae to —_—- 
frequency from 103.9 mc to 1 me and 
range ERP from 830 w to 3.4 kw. Ann, 
ov. 9 


Existing fm stations 


APPLICATION 


WOCB-FM West Yarmouth, Mass.—Cp to 
change frequency from 94.3 mc to 94.9 mc; 
increase ERP from 1 kw to 3.12 kw, in- 
stall new ant. and increase ant. height 
above average terrain to 191 ft. Ann. Nov. 
1. 


Ownership changes 


ACTIONS BY FCC 
KPGE Page, Ariz.—Granted assignment 
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of p to Wendell W. Motter; consideration 
for out-of-pocket expenses. Comr. 
dissented; Comr. — abstained 
from voting. Action Nov. 
KWG Steckton, Gallf--Granted assign- 


and license Bear 

Inc. {eens B. Vaile, ket 

has interest KTOO Las Vegas, Nev.); 
. Comrs. "comand and 


h, Fis.-Granted (1) 
ent = 


yh «nd Bestg. Co. 
Miller, araaeeaty: consideration $63,000 and 
agreement by or and its present di- 
rectors not to compete in am or fm broad- 
casting in Palm Peach County for 10 years. 


Action Nov. 8. 
KASO Minden, La.—Granted (1) renewal 
ai thea license and 2 ass: 
from Frederick A. W. Davis and Jimmie H. 
Howell, to, Harold Ray a ———- 
about an n Webster P no opera 
Parish for 10 


years. Action N 
b+ py ‘Hillsdale, Mich.—Granted (1) re- 
newa! license and (2) assignment of 
ian aed on te ane ne rprises Inc. 
(Fahey Flynn); consideration ‘$85,000 and 
$20, for within i not to compete for 
five years thin limits of WCSR market 
area. Action Nov. 
on Pittsburgh, Pa.; wae 


WRDW-TV A 
ws  AM-FM-TV. ‘Steuben onic: 
WBOY-AM-TV Clarksburg, W. Val; KODE- 
may aod Mo.; WRGP-TV C Chattanoo- 
ranted ’ transfer of 12 stations 
Satvied ° ‘Friendly Group” (five tv, five 
© pm in seven cities) from ‘Jack 
oo men et al to United Printers & Pub- 
Inc., in two transactions: (1) pur- 
chase of WPIT-AM-FM, WSOL and WRDW- 
Risso ant ty Gchatge of rock for other 
an exchange of s ‘or other 
licensed to WSTV Inc.). Comr. 
y dissented. United Printers & Pub- 
lishers, makers of ting ore and other 


gree 
, is mee — by The Louis 
Co. and 5% by Parkersburg 
Steel Co. (in hich, ll ily has 


interest). Jack re 
officers of United Printers & Publishers. 
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appraisers 
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property appraisals 

e Acquisitions — sales — 
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e Allocations under Section 


334(b) 2 of the 1954 
Internal Revenue Code 


Write for complete information 
and analysis of your specific 
requirements (no obligation). 
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Transferee has no other broadcast prop- 
erties althou, _— certain of transferors Hog 
ae ag in WHTO-TV Abani ae = J., 
in turn owns .03% stock in trans- 
amg This is largest number of broadcast 
stations yet transferred between two 
pee at same time. Action Nov. 8. 
Richmond, Va.—Granted transfer 
wr, bo from Ben Strouse, Samuel E. 
Feldman and Leon B. Back, to Eastern 
States Radio Corp. (equally owned by 
Robert A. Monroe, president, who has 
interest in WAAA Winston-Salem, and 


Small Business Investment Corp.); con- 
sideration $175,000. Comrs. Bartley and 
Ford dissented. Action Nov. 8. 


APPLICATIONS 


WHBB Selma, Ala.—Seeks assignment of 
license from Selma Bestg. Inc. to Julius E. 
Talton (75%), Carrie Goodwin Luckie 
(20%) and Pearle Luckie Taltom (5%), d/b 
as Talton Bestg. Co.; consideration $57,230. 
Mr. Talton is salesman for WHBB; Mrs. 
Talton and Mrs. Luckie are housewives. 
Ann. Nov. 7. 

KGUD-AM-FM Santa Barbara, Calif.— 
Seeks assignment of cp from Sherrill C. 
Corwin to Metropolitan Theatres Corp., 
sole stockholder of which is Eighth Street 
Theatre Corp., which in turn is owned by 
Mr. Corwin. Total consideration to Mr. 
Corwin from assignee $18,482. Ann. Nov. 1. 

KFTM Fort Morgan, Colo.—Seeks transfer 
of approximately 80% of stock in Morgan 
County Bestg. Co. from Robert H. Dolph 
back to corporation. Ann. Nov. 8. 

KOLR Sterling, Colo—Seeks transfer of 
81% of stock in Sterling Bestg. Corp. from 
Eugene H. Dodds (27%), D. L. Dodds (36%), 
Raymond Hollingsworth (18%) and John 
E. Gazdick (10%) to Kermit G. Kath (27%), 
Robert D. Kath (36%), Bessie M. Kath 
(18%), and Deloris M. Kath (10%).; total 
consideration $11,100. Kermit Kath owns 
KGOS Torrington, Wyo.; Robert Kath is 
station manager of OLR; Bessie Kath 
-— Y tape ath are housewives. Ann. 

ov. 2. 

KHVH-AM-TV Honolulu, Hawaii—Seeks 
assignment of license from Kaiser Hawaiian 

e Radio Inc. and Kaiser Hawaiian 
Village Tv Inc. to Kaiser Industries Corp. 
Henry J. Kaiser Co. will sell all stock of 
licenses to Kaiser Industries Corp.; li- 
—- to be dissolved on closing. Ann. 

lov. 2. 

KHJK Hilo, Hawaii—Seeks assignment of 
cp from Kaiser Hawaiian Village Tv Inc. 
to Kaiser Industries Corp., in manner as 
KHVH-AM-TV Honolulu. Ann. Nov. 2. 

KLWN Lawrence, Kan.—Seeks transfer 
of 103 out of 179 total shares of stock in 
Lawrence Bestrs. Inc. from Edwin F. Abels 
(26 shares), L. E. ar (21 shares), 
Lloyd Bigsby, William sick, estate of 
Ralph Graber, Chris Kraft (each 11 shares), 
Woodrow W. Miller and Charles S. Andrews 
(each six shares) to Arden Booth and 
H. M. Booth, present owners of 50 and 
26 shares respectively (63 and 40 shares 
to each respectively); consideration $600 
per share. Ann. Nov. 3. 

KLIB Liberal, Kan.—Seeks transfer of all 
stock in The Plains Enterprise Inc. from 
David Howman to John B. Gray; con- 
sideration $45,000. Mr. Gray owns motel 
and one-third of ranch, and has been 20% 
— in KGYN Guymon, Okla. Ann. 

ov 

WMTE Manistee, Mich.—Seeks transfer of 
all stock in Manistee Radio Corp. from 
James R. Sumbler (51%) and Naomi V. 
Sumbler (on) to Leonard Schoenherr and 
Raymond A. Plank (each 50%); total con- 
sideration $85,000. Mr. Plank owns WKLA 

Ludington, Mich.; Mr. Schoenherr owns 
floral supplies firm and plastics business. 
Ann. Nov. 3. 

KBUB Sparks, Nev.—Seeks assignment 
of license from Edward J. Jansen (75%) and 
Keith J. Rudd (25%), d/b as Lakeside 
Bestrs., to Silver Circle Bestg. Inc., new 
corporation consisting of Mr. Jansen (60%), 
Mr. Rudd (25%) and Edith V. Jansen, wife 
of Mr. Jansen; no financial consideration 
involved. Ann. Nov.. 3. 

WNTA-AM-FM Newark. N. J.—Seeks 
transfer of all stock in NTA Radio Bestg. 
Co. from National Telefilm Assoc. Inc. to 
Bergen Bestg. Corp. Licensee to be 
liquidated on closing; license for WNTA- 
AM to be assigned directly to Bergen Bestg. 
Corp. and that of WNTA-FM to Bergen F. 
M. Inc. Both assignee it eg! are 
owned by Communications Industries Corp., 

largest stockholders of which are Lazar 
Emanuel (15%), Paul Smalien and Biair 
Walliser (each 12%). Total consideration 
to ee mane Telefilm Assoc. $2,500,000. Ann. 


‘ov. 7. 
WEYE Sanford, N. C.—Seeks assignment 


of license from Gale P. Lewis to Sanford 
Radio Bestg. Inc., new corporation consist- 
ing of Mr. Lewis (60%), Billy E. Peele 
(10%) and Dallas L. Mackey (5%); 25% to 
be left outstanding. No financial considera- 
tion involved. Ann. Nov. 3. 

WNAK Nanticoke, Pa.—Seeks transfer of 
50% of stock in Wyoming Radio Inc. from 
E. D. and Megan H. McWilliams to Martin 
H. Philip an Frances J. Philip, present 
owners of other 50%; balance due after 
payment for option agreement $13,570. Ann. 


Nov. 3. 

WLSC Loris, 8. C.—Seeks assignment of 
license from Pee Dee Bestg. Co. to Terrell 
J. Rozier; consideration $45,000. Mr. Rozier 
owns bookkeeping and tax service, is pro- 
prietor of laundry and dry cleaning estab- 
lishment and has been general manager 
and stockholder of WLSC. Ann. Nov. 3. 

WATP Marion, 8. C.—Seeks assignment 
of license from Pee Dee Bestg. Co. to 
Terrell J. Rozier; consideration $50,000. Mr. 
Rozier owns bookkeeping and tax service, 
is proprietor of laundry and dry cleaning 
business, and has been general manager 
_ — of WLSC Loris, S. C. Ann. 

ov. 3. 

KRUN Ballinger, Tex.—Seeks transfer of 
49.99% of stock in Central West Bestg. Co. 
from Walter G. Russel to Mrs. Bennie E. 
Rochester, wife of M. M. Rochester who 
also owns 49.99%; consideration $22,500. 
Ann. Nov. 7. 

KFDM-TV Beaumont, Tex.—Seeks assign- 
ment of cp from Beaumont Becstg. Corp. 
to Beaumont Tv Corp. which consists of 
assignor (675%) and W. P. Hoppy (32.5%). 
Consideration to assignor stock interest 
above. Mr. Hoppy is board chairman and 
approximately 46.5% stockholder of Houston 
Post Co. Ann. Nov. 2. 

KUTA Blanding, Utah—Seeks assignment 
of cp from Jack W. Hawkins to KUTA, 
new corporation of which Mr. Hawkins is 
98.4% owner; no financial consideration in- 
volved. Ann. Nov. 2. 

KITI Chehalis, Wash.—Seeks assignment 
of license from KITI Corp. to KITN-KITI 
Corp., merger of two corporations each 
owned by Donald F. Whitman; no financial 
consideration involved. KITN-KITI Corp. 
- 8 — of KITN Olympia, Wash. Ann. 

Vv 
KTIX Seattle, Wash.—Seeks assignment 
of license from KTIX Inc. to William E. 
Boeing Jr., d/b as Chem-Air Inc.; con- 
sideration $260,000. Mr. Boeing owns KPAM 
and KPFM(FM) Portland, Ore., KEDO 
Longview, and KETO(FM) Seattle, both 
Washington. Ann. Nov. 7. 

KQD Spokane, Wash.—Seeks assign- 
ment of cp from Paul Crain to Delbert 
Bertholf; consideration $1,763. Mr. Bertholf 
is partner in KOYN Billings. KUDI Great 
Falls, both Montana; KUTI Yakima, Wash., 
KUTT Fargo, KQDI Bismarck, and KQDY 
Minot, all North Dakota. Ann. Nov. 3. 

KLOQ Yakima, Wash.—Seeks transfer of 
50% of stock in Yakima Bestg. Corp. from 
William E. Shela to Virginia S. Richard- 
son; consideration to Mr. Shela _ release 
from payment of balance owed by him on 
purchase price of his interest; Mrs. Richard- 
son will loan corporation $10,000 as work- 
ing capital. Mrs. Richardson owns 50% each 
of aviation firm and crop-dusting business. 
Ann. Nov. 1 


Hearing cases 


FINAL DECISIONS 


s By Decision, commission granted fol- 
lows applications to increase daytime 
power from w to 1 kw, continued 
nighttime operation on 250 w: 1240 kc— 
Iowa Great Lakes Becstg. Co. (KICD) 
a Iowa; WSBC Bestg. Co. (WSBC) 

om Ill.; Cornbelt Bestg. Corp. (KFOR) 
Linco. Neb.: WTAX Inc. (WTAX) Spring- 
field, I11.; WJMC Inc. (WJMC) Rice Lake, 
Wis.; Granite City Bestg. Co. (WJON) St. 
Cloud, Minn.; North Platte Bestg. Inc. 
formerly KODY Inc. (KODY) North Platte, 
Neb.; Wapello —— Bestg. Co. (KBIZ) 
Ottumwa, Iowa; 1230 kc—Bloomington 
Bestg. Corp. (WJBC) Bloomington, II1.; 
Southern Wisconsin Radio Inc. (WCLO}) 
Janesville, Wis.; MarshaH Electric Co. 
(KFJB) Marshailtown, Iowa; and Radio 
Moline Inc., formerly WQUA Inc. Moline, 
Ill., each subject to interference condition. 
March 7 initial decision looked toward this 
action. Action Nov. 8. 

= Commission gives notice that Aug. 18 
initial decision which looked toward grant- 
ing applications of ey Herald to in- 
crease daytime power of TH Dubuque, 
Iowa, from 1 kw to 5 kw, continued opera- 
tion on 1370 kc, 1 kw-N, DA-N; ore 
condition; and Central Wisconsin 
Inc., to increase ant. tower height of ween 
Neillsville, Wis., and remove resistor, con- 
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tinued operation on 1370 ke, 5 kw, D be- 
came ective Oct. 9 pursuant to Sec. 
1.153 of rules. Action Nov. 2. 

a Commission gives notice that Aug. 21 
initial decision which looked toward grant- 
ing applications of WGRY Inc. (WGRY) 
Gary, Ind., and Prairie Radio Corp. (WPRC) 
Lincoln, Ill., to increase power from 500 
w to 1 kw, continued operation on 1370 kc, 
D, became effective Oct. 10 pursuant to 
Sec. 1.153 of rules. Action Nov. 2. 

a Commission gives notice that Sept. 6 
initial decision which looked toward —_ 
ing applications of Billings Bcstg. Co. to 
increase daytime power of KBMY Billings, 
Mont., from 250 w 1 kw, continued 
operation on 1240 kc, 250 w-N, and KXLO 
Broadcast Inc., for like increased daytime 
power of KXLO Lewistown, Mont., con- 
tinued operation on 1230 kc, 250 w-N, each 
with interference condition, and Big Horn 
County Musicasters for new station to 
operate on 1230 kc, 250 w, unl. in Hardin, 
Mont., became effective Oct. 26 pursuant 
to Sec. 1.153 of rules. Action Nov. 2. 

a Commission gives notice that Sept. 6 
initial decision which looked toward grant- 
ing application of Coastal Bestg. Co. for 
nighttime operation of WLAT Conway, S. 
Cc. with 500: w, DA, continued operation 
on 1330 ke with 5 kw daytime became 
effective Oct. 26 pursuant to Sec. 1.153 of 
rules. Action Nov. 2. 

s Commission gives notice that Sept. 11 
initial decision which looked toward grant- 
ing application of Robert B. Brown for 
new am station to operate on 1570 kc, 500 
w, D, in Taylorsville, N. C., became effec- 
tive Oct. 31 pursuant to Sec. 1.153 of rules. 
Action Nov. 2. 

s Commission gives notice that Sept. 11 
initial decision which looked toward grant- 
ing application of Felix C. Abernethy for 
new am station to operate on 1580 kc, 500 w. 
D, in Granite Falls, N. C., became effective 
Oct. 31 pursuant to Sec. 1.153 of rules. 
Action Nov. 2 


INITIAL DECISIONS 

r gate | Examiner H. Gifford Irion is- 
sued initial decision looking toward grant- 
ing application for transfer of control of 
KGMS Inc. (KGMS) Sacramento, Calif., 
from Anthony C. and Alfred A. Morici, 
Carol McNamee, Marianne Aijiassa and 
Abraham R. Eliman to Capitol Bestg. Co.; 
consideration $577,500. Action Nov. 2. 

a Hearing Examiner Herbert Sharfman 
issued initial decision looking toward 
granting applications of Robert F. Neathery 
for new am station in Fredericktown, Mo., 
to operate on 1450 kc, 250 w, unl. and 
Paducah Bestg. Inc. (WPAD) Paducah, Ky.., 
and WPFA Radio Inc. (WCVS), Springfield, 
Ill., to imcrease daytime power on 1450 kc 
from 15@ w to 1 kw, continued nighttime 
operation with 250 w, each with inter- 
ference condition. Action Nov. 2. 


OTHER ACTIONS 


Commission designated for consolidated 
hearing fellowing mutually exclusive ap- 
Plications for new tv stations to operate 
on ch. $9 in Syracuse, N. -: Veterans 
Bestg. Inc.; Syracuse Tv Inc.; W.R.G. Baker 
Radio & Tv Corp.; Onandaga Bestg. Inc.; 
WAGE Inc., and Syracuse Civic Tv Assoc. 
Inc. After 3@ days from public notice of 
acceptance for filing, commission will issue 
subsequent order consolidating in this pro- 
ceeding applications of Ivy Bestg. Co. Inc., 
Six Nations Tv Corp., Salt City Bestg. 
Corp. and George P. Hollinbery and all 
other applications for this facility filed 
before 5 p.m., November 7, which are en- 
titled to comparative consideration. Comr. 
Ford abstained from voting. Action. Nov. 8. 

s Commission scheduled following pro- 
ceedings for oral argument on Dec. 14 and 
Dec. 15: Carter Mountain Transmission 
Corp.; Bible Institute of Los Angeles Inc. 
(fm station KBBI), Los Angeles, Calif., 
and Benjamin C. Brown, Oceanside, Calif.; 
Sayger Bestg. Corp., Tiffin, Ohio, and 
Malrite Bestg. Co., Norwalk, Ohio; and 
WMRC Inc. (WBIR) Knoxville, Tenn., et 
al. Action Nov. 8. 

WFOL(FM) Hamilton, Ohio—Designated 
for oral argument before commission en 
bane application for additional time to con- 
struct new fm station, on issue to deter- 
mine whether reasons advanced in support 
of additional construction time constitute 
showing that failure to complete construc- 
tion was due to causes not under permit- 
tee’s contrel or other matters sufficient 
under Sec. 319(b) of Act and Sec. 1.323(a) 
of commission’s rules to warrant extension. 
Comr. Lee dissented. (Permittee stated that 
financial prospects for fm operation in 
Hamilton are such that he was unwilling 
to proceed with construction of fm station 
until his co-pending application for new 
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am station in that city is granted.) Action 
Nov. 8. 


Routine roundup 


a By order, commission granted petition 
by Courtney Bestg. Co. for waiver of Sec. 
1.362(g) of rules concerning proof to com- 
mission of publication in newspaper of 
order designating for hearing its application 
for new am station in Winfield, Kan. Re- 
quired notice was eee | published but ap- 
plicant was nine days late in filing proof. 
Action Nov. 8 

a By order, commission amended Part 3 of 
its broadcast rules to permit noncommer- 
cial educational fm broadcast stations to 
transmit stereophonic programs on multiplex 
basis in accordance with technical standards 
presently governing such operation by com- 
mercial fm stations. In its report and order 
of April 19 adopting national standards for 
stereophonic broadcasting by commercial 
fm stations, commission held that, on exist- 
ing record, it could not conclude that it 
was warranted at that time to include edu- 
cational fm broadcasting in amended rules. 
However, no opposition has been expressed 
to subsequent requests from educational fm 
licensees urging that prompt provision be 
made for educational fm multiplex stereo- 
casting. As in case of commercial fm 
“stereo” operation, no applications are re- 
quired for educational fm stations desiring 
to so engage. Action Nov. 8. 

s Commission granted request by Norman 
H. Rogers (KCHU [TV] ch. 18), San Bernar- 
dino, Calif., and extended from Oct. 30 to 
Nov. 6 time for filing reply comments in 
tv rulemaking proceeding involving Palm 
Springs, Calif. Action Oct. 31. 


ACTIONS ON MOTIONS 


By Chairman Newton N. Minow 


= Granted petition by Broadcast Bureau 
and extended to Nov. 15 time to file replies 
to exceptions in matter of revocation of li- 
cense of Leo Joseph Theriot for am sta- 
a  cepeaine Golden Meadow, La. Action 

ov. 2. 

a Granted petition by Newton B . Co. 
and Transcript Press Inc. and extended to 
Nov. 20 time to file exceptions and support- 
ing briefs with respect to initial decision in 
proceeding on their applications for new am 
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stations in Newton and Dedham, Mass. Ac- 
tion Nov. 2. 


By Commissioner Frederick W. Ford 


a Granted petition by Willamette-Land Tv 
Inc. and extended to Nov. 6 time to reply to 
petition by Broadcast Bureau to & is- 
sues in proceeding on its apt lication for 
new tv station to operate on ch. 3 in Salem, 
Ore. Action Oct. 30. 


By Chief Hearing Examiner James D. 
Cunningham 


a Granted joint petition by Higson-Frank 
Radio Enterprises and Irving E. Penberthy, 
applicants for new am stations to operate 
on 1510 ke, 500 w, D, in Fresno, » ap- 
proved agreement  Leinagt Mr. Penbe 
would pay Higson-Frank $2,925.96 as reir- 
bursement of expenses incurred in co;anec- 
tion with its application in return for its 
withdrawal; dismissed Higson-Frank appli- 
eation with prejudice, granted Mr. Pen- 
berthy’s application and terminated pro- 
ceeding. Action Oct. 31. 


By Acting Chief Hearing Examiner 
Jay A. Kyle 

s Scheduled oral argument for Nov. 14 on 
joint request by Ybor City . Ine. and 
Johnson Bestg. Corp. for approval of agree- 
ment and dismissal of r application, 
both for new am stations in Ybor City and 
Indian Rocks, Fla. Action Nov. 7 

= Scheduled prehearing conferences and 
hearing in following am _ proceedings on 
dates shown: Dec. 12 and Jan. 9, 1962 on 
application of Neil N. Levitt, Roswell, N. M.; 
Dec. 12 and Jan. 8, 1962 on applications of 
Wolverine Bestg. Co., Wyoming, Mich., -4 
Dec. 14 and Jan. 8, 1962 on SEP Seater of 
MIA Enterprises Inc. (KWB Beatrice, 
Neb. Action Nov. 3. 

a Scheduled oral argument for Nov. 8 on 
request a Barren County Bestg. Co. and 
John M. rrick for approval of agreement 
and for dismissal of Gorsen’s application, 
both for new am stations in Glasgow, Ky. 
Action Nov. 2. 

su Scheduled oral argument for Nov. 7 
on joint petition by Maricopa County Bestrs. 
Inc. and Maryvale Bestg. Co. for approval 
of agreement and for dismissal of applica- 
tion of Maryvale both applicants for new 
am stations in Mesa, Ariz. Action Nov. 1. 

a Scheduled resumption of hearing for 
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Dec. 4 in ing on applications of 
Burlington Beste. Co., Burlington County 

. Co., and Mt. Holly-Burlington Bestg. 
Co. for new am stations in Burlington and 
Mount Holly, N. J. Action Nov. 1. 


By Hearing Examiner James D. Cunningham 


a Continued Nov. 7 further hearing to 
Nov. 13 in proceeding on application of The 
Spartan Radiocasting Co. (WSPA-TV) Spar- 
tanburg, S. C. Action Nov. 3. 


By Hearing Examiner Basil P. Cooper 


a Pursuant to agreements reached at 
Nov. 3 prehearing conference in proceeding 
on am applications of Little Joe Setererions 
(WJOE) Ward Ridge, and Sarasota-Char- 
lotte Bestg. Corp., Englewood, both Fla. 
continued Dec. 4 hearing to Jan. 9, 1962 
Action Nov. 3. 

s Granted motion by applicant and contin- 
ued Nov. 6 prehearing conference to Dec. 11 
in proceeding on application of Quincy 
Valley Bestrs. for renewal of license of am 
station KPOR Quincy, Wash. Action Nov. 2. 


By Hearing Examiner Thomas H. Donahue 


a Granted petition by Vernon E. Pressley 
and continued Nov. 13 hearing to Nov. 24 in 
proceeding on his application for new am 
station in Canton, N. C., and Folkways 
cones Inc. (WTCW) Whitesburg, Ky. Action 


By Hearing Examiner Millard F. French 


= Upon request by Broadcast Bureau and 
with consent of other parties, continued 
ae nearing to Lae = in proceeding on 
pplication o trafford Bestg. Corp. 
(WWNE) Rochester, N. H. Action Nov. 3. 
s Granted motion by Glomor Music 
Bestrs. Inc. (KHOT) Madera, Calif., and 
continued Nov. 2 prehearing conference to 
Dec. 13 in proceeding on its am application 
and Elbert H. Dean & B. L. Golden for new 
am station in Lemoore, Calif. Action Nov. 1. 
sw Upon joint oral motion of parties in 
proceeding on applications of Bi-States Co. 
(KHOL-TV) Kearney, Neb., and Topeka 
Bestg. Assn. Inc. (WIBW-TV) Topeka, Kan., 
for cps for new trans. sites, continued Nov. 1 
ns conference to Dec. 1. Action 


__™ Upon oral motion of parties in proceed- 

ing on applications of Oklahoma Beste, S 

oy ©. os ~ <" — =x bey am stations 
a, + continu Nov. 3 h 

to Nov. 29. Action Oct. 31. — 


By Hearing Examiner Walther W. Guenther 
a Upon informal agreement of parties 
continued Nov. 14 honing to Nov. 20 Ss pro- 
poms oe. ap) oattone - Ry Walmac Co. 
of licenses of KMAC and KISS 

pe eg ee, —- Action Nov. 6. 

* m agreement of parties, continued 
Nov. 1 further hearing to Nov. 14 in pro- 
ceeding on applications of The Walmac Co. 
for renewal of licenses of KMAC and KISS 
(FM) San Antonio, Tex. Action Oct. 30. 

a Granted petition by Saltville Bestg. 
Corp. for leave to amend its application for 
new daytime am station in Itville, Va., 
to specify frequency 1080 kc, 500 w, in lieu 
of ee requested 1330 kc, 1 kw, and 
to amend rther items as fully set forth 
in» proffered amendment, an removed 
amended application from hearing and re- 
turned to processing line; application is 
consolidated in Docs. 14213-4. Action Oct. 30. 
By Hearing Examiner Isadore A. Honig 

= Formalized ruling made on record of 
Nov. 2 oral argument; granted petition by 
De-Lan Inc. for leave to amend its applica- 
tion for new am station in DePew, N. Y., to 
reflect withdrawal of stockholder in De-Lan 
Inc., cancellation of his commitment to lend 
funds to this corporation, transfer of his 
stock and other matters; time for fiiling any 
cope! from examiner’s action on petition 
will run from date of release of memoran- 
dum of ruling. Action Nov. 6. 

= Upon request by John M. Barrick and 
with consent of other parties, ordered, nunc 
pro tunc, continuance of Nov. 6 prehearing 
conference to Nov. 14, pending action upon 
joint request of parties looking toward dis- 
missal of application of Barren County 
Bestg. Co., both for new am stations in 
Glasgow, Ky. Action Nov. 6. 


By Hearing Examiner Annie Neal Huntting 

a Granted petition’ by- Crawford County 
Bestg. Co. for leave to amend its application 
for new am _ station in Bucyrus, Ohio, to 
substitute Elfrieda Mercier as partner in 
place of her late husband, Andrew E. Mer- 
cier, and to make changes in other related 
data; oencton is consolidated for hear- 
ing with Community Service Bestrs. Inc. 
for new am station Ypsilanti, Mich. Ac- 
tion Nov. 2. 


By Hearing Examiner David I. Kraushaar 

s After Nov. 3 prehearing conference in 
proceeding on applications of Windber Com- 
munity Bestg. System and Ridge Radio Corp. 
for new am stations in Windber, Pa., sched- 
uled peering for Jan. 10, 1962, and certain 
procedural dates. Action Nov. 3. 


By Hearing Examiner Jay A. Kyle 

sa Granted petition by Mt. Holly-Burling- 
ton Bestg. Co., for leave to amend its appli- 
cation for new am station in Mount Holly, 

J.; amendment involves technical correc- 
tion of certain engineering calculations and 
polar graph based thereon. Action Nov. 2. 

s On own motion, continued Nov. 22 pre- 
hearing conference to Nov. 29 in proceeding 
on application of KOFE Inc. for mod. of li- 
cense of am station KOFE Pullman, Wash. 
Action Nov. 3. 


By Hearing Examiner Herbert Sharfman 


a To afford commission additional time 
to act on certain pleadings pending before 
it, further continued hearing from Nov. 9 
to Nov. 30 in proceeding on application of 
Rea Radio & Electronic Laboratory for 
renewal of license of am station WREA East 
Palatkh, Fla. Action Nov. 2. 

a Granted petition by Town & Country 
Bestg. Inc. (WREM) Remsen, N. Y., contin- 
ued certain procedural dates in proceeding 
on its am application and continued Nov. 1 
hearing to Dec. 20. Action Oct. 31. 


BROADCAST ACTIONS 
by Broadcast Bureau 


Actions of Nov. 7 


KNGS Hanford, Calif—Granted assign- 
ment of license to Salinas Valley Bestg. 


Corp. 

KRVK Mount Vernon, Ky.—Granted_ac- 

uisition of positive control by John Lair 
through purchase of stock from Tom Hargis. 

s Granted licenses for following noncom- 
mercial educational fm stations: *KEMR 
Loma Linda, Calif. and *KSFX(FM) San 
Francisco, Calif., and specify type trans. 

WCOD(FM) Richmond, Va.—Granted li- 
cense covering increase in ERP, ant. height, 
change ant.-trans. location and triplex 
WTVR ant. 

*WUOM(FM) Ann Arbor, Mich.—Granted 
licenses covering installation of new _ trans., 
new ant., increase ant. height and ERP and 
specify type trans.; and use of old main 
trans. as auxiliary trans. 

WGUN (WEAS Inc.) Decatur, Ga.— 
Granted mod. of licenses and mod. of cp to 
change name to WGUN Inc. ‘ 

WXKW Troy, N. Y.—Granted cp to in- 
stall auxiliary trans. at main trans. location; 
and mod. of cp to change ant.-trans. loca- 
tion to Watervliet; main studio location to 
Watervliet; make changes in ant. system 
(increase height) and ground system, and 
delete remote control operation. 

PTL Carson City, Nev.—Granted au- 
thority to May 1, 1962 to operate sunrise to 
sunset only with 5 kw non-DA pending cor- 
rections to nighttime directional array. 

WXKW Troy, N. Y¥.—Granted extension 
of completion date to Feb. 1, 1962. 


Actions of Nov. 6 


WIRI Lenoir, N. C.—Granted involuntary 
assignment of cp and license to Katherine 
B. bb, executrix of estate of John 
Rabb. Z 

KRFS Superior, Neb.—Granted assign- 
ment of license to Valley Bestg. Co. 

WKEI Kewanee, Ill.—Granted assignment 
of cp and licenses to Kewanee Bestg. Co. 

KROX Crookston, Minn.—Granted ac- 

uisition of negative control by Jerome 

ahlberg and illiam J. Kiewel through 
sale of stock by Arnold F. Petrich to Crook- 
ston Bestg. Co. ’ 

KUTA Blanding, Utah—Granted license 
for am station. 

a Granted licenses for following fm sta- 
tions: KBYR-FM Anchorage, Alaska, and 
specify type trans; KCAL-FM Redlands, 
Calif.; KOL-FM Seattle, Wash.; KTOD-FM 
Sinton, Tex.; KIMP-FM Mt. Pleasant, Tex.; 
KVIL-FM Dallas, Tex.; KVWO-FM Chey- 
enne, gs 
KxxX Colby, Kan.-—Granted license 
covering changes in trans. equipment. 

WETC Wendell-Zebulon, N. C.—Granted 
license covering installation of alternate 
main trans. 

.WLAV+FM Grand Rapids,-Mich-~Granted 
license covering ‘installation of new trans., 
new_ant., increase ERP and. decrease ant. 


be 
SFM(FM) Sacramento, Calif—Granted 
license covering move of ant.-trans. location, 
change ERP and ant. height and installation 
of new trans. 

WDSU New Orleans, La.—Granted license 
covering change in ant.-trans. location for 
auxiliary trans. 
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PROFESSIONAL CARDS 





JANSKY & BAILEY 
Offices and Laboratories 
1339 Wiscensin Ave., N.W. 
Washington 7, D.C. FEderal 3-4800 
Member AFOOE 





JAMES C. McNARY 
Consulting Engineer 


National Press Bidg., 
Wash. 4, D. C. 
Telephone District 7-1205 
Member AFCOE 


—Established 1926— 
PAUL GODLEY CO. 


Upper Montclair, N. J. 
Pilgrim 6-3000 
Laboratories, Great Notch, N. J. 
Member AFCOER 


GEORGE C. DAVIS 


CONSULTING ENGINEERS 
RADIO & TELEVISION 


527 Munsey Bidg. 
STerling 3-0111 
Washington 4, D. C. 


Member AFCOE 








Commercial Radio Equip. Co. 
Everett L. Dillard, Gen. Mgr. 


aay ee BLDG. 

1. 7-1319 

WASHINGTON, D. C. 

P.O. BOX 7037 JACKSON 5302 
KANSAS CITY, MO. 

Member AFCCE 


A. D. Ring & Associates 


30 Years’ Experience in Radio 
Engineering 


1710 H St., N.W. Republic 7-2347 
WASHINGTON 6, D. C. 


Member AFCOE 


GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 


930 Warner Bidg. National 8-7757 
Washington 4, D. C. 
Member AFOCCE 


Lohnes & Culver 

District 7-8215 

Washington 4, D. C. 
Member AFOCE 


Munsey Building 








MAY & BATTISON 
CONSULTING RADIO ENGINEERS 
Suite 805 
711 14th Street, N.W. 
Washingten 5, D. C. 
REpublic 7-3984 
Member AFCCE 


L. H. Carr & Associates 
Consulting 
Radio & Television 
Engineers 
Washington 6, D. C. Fort Evans 
1000 Conn. Ave. Leesburg, Va. 
Member AFOCE 


KEAR & KENNEDY 

1302 18th St., N.W. Hudson 3-9000 

WASHINGTON 6, D. C. 
Member AFOOE 





A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 
INWOOD POST OFFICE 
DALLAS 9, TEXAS 
MElrose 1-8360 


Member AFOOE 








GUY C. HUTCHESON 


P.O. Box 32 CRestview 4-8721 
1100 W. Abram 


ARLINGTON, TEXAS 


SILLIMAN, MOFFET & 
ROHRER 


1405 G St., N.W. 
Republic 7-6646 
Washington 5, D. C. 
Member AFCCE 


LYNNE C. SMEBY 


CONSULTING ENGINEER 
AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 
OLiver 2-8520 


GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 
Radio-Television 
Communications-Electronics 
1610 Eye St., N. W. 
Washington, D. C. 
Executive 3-1230 Executive 3-5851 
Member AFCOB 











WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 
Associate 


George M. Skiom 
19 E. Quincy St. Hickory 7-2401 


Riverside, Ill. (A Chicago suburb) 
Member AFOCE 


HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 
Box 68, International Airport 
San Francisco 28, California 
Diamond 2-5208 


JOHN B. HEFFELFINGER 
9208 Wyoming PI. Hiland 4-7010 


KANSAS CITY 14, MISSOURI 


JULES COHEN 
Consulting Electronic Engineer 


617 Albee Bidg. Executive 3-4616 
1426 G St., N.W. 
Washington 5, D. C. 


Member AFCOE 

















CARL E. SMITH 
CONSULTING RADIO ENGINEERS 


8200 Snewville Road 
Cleveland 41, Ohio 


Tel. JAckson 6-4386 
Member AFOCE 


J. G. ROUNTREE 
CONSULTING ENGINEER 


P.O. Box 9044 
Austin 17, Texas 
GLendale 2-3073 





VIR N. JAMES 


SPECIALTY 
DIRECTIONAL ANTENNAS 


232 S. Jasmine St. DExter 3-5562 


Denver 22, Colorado 
Member AFOOER 


JOHN H. MULLANEY 
and ASSOCIATES, INC. 


2000 P St., N. W. 
Washington 6, D. C. 
Columbus 5-4666 


Member AFCOE 








A. E. Tewne Assocs., Inc. 
TELEVISION and RADIO 
ENGINEERING CONSULTANTS 
420 Tayler St. 

San Francisce 2, Calif. 

PR. 5-3100 





PETE JOHNSON 
Consulting am-fm-tv Engineers 
Applications—Field Engineering 

Suite 601 Kanawha Hotel Bidg. 
Charleston, W.Va. Dickens 2-628! 


MERL SAXON 
CONSULTING RADIO ENGINEER 


622 Hoskins Street 
Lufkin, Texas 
NEptune 4-4242 NeEptune 4-9558 


KEITH WILLIAMS aad 
ASSOCIATES, ARCHITECTS 
Consultants—Radio Sta Design 

ba Cameron Street 
2. 
Planning Equipment layout 
Renovation Acoustic Design 








Service 


Directory 











COMMERCIAL RADIO 
MONITORING CO. 
PRECISION FREQUENCY 

MEASUREME 
AM-FM-TV 
103 S. Market: St., 


Lee’s Summit, Mo. 
Phone Kansas City, Laclede 4-3777 


L. J. N. du TREIL 
& ASSOCIATES 
CONSULTING RADIO ENGINEERS 


William B. Carr 
Consulting Engineer 
AM—FM—TV 











CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 
MEASURING SERVICE 
SPECIALISTS FOR AM-FM-TV 


445 Concord Ave., 
Cambridge 38, Mass. 
Phone TRowbridge 6-2810 








COLLECTIONS 
For the Indust 
ALL OVER THE WORLD 
TV—Radio—Film and Media 
— a 
No Collection—No mission 
STANDARD ACTUARIAL 








NTY CO. 
220 West'4 Mand Si St., N. Y. 36, N. Y. 
LO 5-5990 








Wabash 2643 











10412 Jefferson Highway aa 
New Orleans 23, La. P. O. 
Phone: 721-2661 tot an 
BARKLEY & DEXTER LABS. 
PAUL DEAN FORD INC. ; 
Broadcast Engineering Consultant Donald P. Wise james a sienee 
4341 South 8th Street ; Reseprch 
Terre Haute, Indiana sey oo & Gonteue 


50 Frankfort St. Diamond 3-3716 
Fitchburg, Massachusetts . 
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UNIQUE 
ADVANTAGES 





KHBR-FM Hillsboro, Tex.—Granted li- 
cense covering change in frequency and 


s Gran’ licenses cove in 
ie power and installation of new trans. 
for following stations: toskey, 


Mich. Reno, Nev. 
KVIL ce Park, Tex.—Granted li- 
cense cove: increase in power from 500 w 
d studio location. 
Colo.—Granted license 


covering change in hours of operation using 
power of 250 w-N, 1 kw-LS, and installation 


of DA-N. 

KHBR Hillsboro, Tex.—Granted license 
covering installation of new trans. as aux- 

trans. with remote control operation. 

SU New Orleans, La.—Granted license 
covering change in ant.-trans. location, in- 
stallation of new trans. and changes in 
ground system. 

a Granted licenses covering installation of 
new trans. for following stations: WPIK 
Alexandria, Va., and JB Marshalltown, 
Iowa (main). 

hinge ear Williamsport, Pa.—Granted li- 
cense g@ change of frequency, ERP, 
= height, installation pew ant. and trans. 

ore 

RC Mt. Gecaen, ~~ pe pence 
mt. use old main trans. at main trans. loca- 
tion as auxiliary trans. 

WwsJs Winston-Salem, N. C.—Granted li- 
cense covering installation of new trans. 
(spec epectty trans.); make changes in ant.- 
trans. location; chant in DA and ground 
nm ant. system. 

WAYB Waynes —, ” Ve~-Granted license 
to use old main trans. at main trans. loca- 
tion as auxiliary trans. daytime and alter- 
nate main trans. nighttime with remote con- 
trol operation. 

C Savannah, Ga.—Granted mod. of 
licenses to operate main and auxiliary trans. 
by remote control while using DA (condi- 
tion on m trans. 

KVRD Cottonwood, Ariz.—Granted mod. 
of to change ant. t.-trans. and main studio 
locations and type trans. 

KORK-FM Las Vegas, Nev.—Granted ex- 
tension of completion date to March 15, 1962. 


Actions of Nov. 3 


s Granted renewal of licenses for follow- 
ing stations: *KASU(FM) Jonesboro, Ark.; 


as. Ark.; KOLT Scottsbluff, 


KBJT 
Neb.; KRU no La.; KTVW(TV) Ta- 


KELK Elko, Nev “—Granted a. to install 
old main gal as auxiliary tra 
Granted c to install new 7 teens. for 
tollowing stations: WEAQ Eau Claire, Wis, 
condition, and KGHF Pueblo, Colo. 
WROS Scottsboro, Ala.Granted cp to 
at tower 60 feet and install new ground 


em. 
"KCNY San Marcos, Tex.—Granted cp to 
= ant.-trans. and studio site. 
mod. of cps to change type 
trans. for = A stations: by! Monte- 
zuma, Ga.; msselaer Y.; KRBN 
Red Lodge, Mont.; WMAF Madison’ Fla. 
WSMG Greeneville, Tenn.—Granted mod. 
of cp to change ant.-trans. and main studio 
location and change type trans.; remote con- 
trol permit 
WILY Greenville, N. C.—Granted mod. of 
cp to change ant.-trans. and studio location; 
make changes in ground system and ant. 
system and change type trans.; Granted ex- 
inion of completion date to Feb. 13, 1962. 
ONG-FM Visalia, Calif. —Granted SCA 
on multiplex basis. 


CMB-FM Wichita, Kan.—Granted mod. 
of sca to change sub-carrier frequency from 
42 kc to 67 kc. 

WORX-FM Madison, Ind.—Granted au- 
} nanagg A to remain silent for period ending 
c. 


Actions of Nov. 2 


a Granted cps for following new vhf tv 
translator stations: Chief Joseph Community 
Services on ch. 13, Bridgeport, Wash., to 
translate programs of KREM-TV ch.’ 2 
Spokane, W. . Nor-Sis Tv ot mn. 
9 and 11, Weed, Calif. (KVIP 
Redding, and KHSL-TV ch. 12 Chico, Calif. ‘ 
via —e translators; The Key Club 
of Dunsmuir, Calif. on chs. 6 and 4, Duns- 
muir, Calif. ‘(KHSL-TV ch. 12 Chico, and 
KVIP-TV ch. 7 Redding); Pines Altos Tv 


Continued on page 107 











SUMMARY OF COMMERCIAL BROADCASTING 
Compiled by BROADCASTING Nov. 9 
ON AIR cP TOTAL APPLICATIONS 
: Cps. Not on air For new stations 
AM 3,602 51 101 853 
FM 881 51 164 178 
WV 487" 68 82 132 
OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING Nov. 9 
VHF UHF vv 
Commercial 468 85 553 
Non-commercial 39 18 57 
COMMERCIAL STATION BOXSCORE 
Compiled by FCC Sept. 30 
AM FM TV 
Licensed (all on air) 3,600 876 - 487" 
Cps on air (new stations) 35 45 59 
Cps not on air (new stations) 154 193 92 
Total authorized stations 3,789 1,114 657 
Applications for new stations (not in hearing) 532 98 32 
— for new stations (in hearing) 166 26 43 
T ications for new stations 698 124 75 
for = changes (not in hearing) 504 71 41 
————a lel 
ior major c’ 
Licenses deleted 0 2 0 
Cps 1 0 1 
There are, in addition, nine tv stations which are no longer on the air, but retain their 
licenses. 
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e SITUATIONS WANTED 


e No charge for blind box number. 
APPLICANTS: 


Send vs 
transcriptions or bulk packages submit! ttance separately, All 
etc., sent to box numbers are sent at owner's 4 BROADCASTING expressly repudiates any ability or responsibility for their custody or return. 


CLASSIFIED ADVERTISEMENTS 


(Payable in advance. Checks and money orders only.) (FINAL ee preceding publication date.) 

20¢ per word—$2 P WANTED 25¢ per word—$: 
e DISPLAY ads $20.00 per inch— STATIONS FOR SALE smenaine require display space. 
e All other classifications 30¢ per word—$4.00 minimum. 


00 minimum e 


» $1.00 charge for a (Forward remi' 


ng, 1735 DeSales + &.. N.W., 


2.00 minimum. 


Washington 6, D. C. 
please). transcriptions, photos, 





RADIO 


Help Wanted—(Cont’d) 


Help Wanted—(Cont’d) 





Help Wanted—Management 


Sales 


Announccrs 





Sales managers, assistant and station man- 
agers, interested in joining expanding Pa., 
Florida, radio group in administrative capa- 
cities—excellent future—send detailed re- 
sume to Box 801H, BROADCASTING. 


Independent 25¢@ station going 1000 watts 
interested in progressive, conscientious man 
for supervisory position. Must have excel- 
lent references and experience. Sober, 
fami ly man preferred. Send complete 
qualifications, picture and tape. Brilliant 
future for high-caliber man. Box 846H, 
BROADCASTING. 


Ready for sales management? California 
regional with number one Pulse and Niel- 
son, plus top power and lowest CPM, 
needs full-charge self starter to keep locai 
sales way ahead of competition. Salary, 
commission, override. Full pitch on your- 
self, plus references, to Tom Kelly, KAHR, 
Redding, California. 


Sales manager wanted for KUPI, Idaho 
Falls, Idaho, 1 kw on 980. Take over local 
sales for this top rated station in a market 
of 150,000. If you are an aggressive sales- 
man with a proven sales record in medium 
size market, here’s your chance to advance 
rapidly. Send complete resume, including 
references, immediately to Gene Riesen, 
P.O. Box 2557, Idaho Falls, Idaho. 


Sales 


Progressive single market station 1s looking 

for a sales manager rested g 

=. growing Texas community city of 10.- 
Good opportunity, pleasant working 

cansiaions: Must be experienced in sales 

and prefer air voice if possible. Job is now 

+ Lg but will wait for ar application. 
x 799G, BROADCASTIN 


Salesmanager—for a well established full 
time New England radio station. Idea man, 
alert, hard working and aggressive or- 
ganizer. Must be able to come up with 
we train C+ some and ons Nor his own. 
ery competitive marke ju op- 
portunity. Box 687H, BROADCASTING. 


Sales-operation manager (plus two_sales- 
men) for new (now a 1-kw-D cen- 
tral atlantic-medium market Send full 
reronae to Box 729H, BROADCAST- 
I 


























Florida. $100 week plus 15%. On collected 
revenue of $500 per week you gm $175.00 

On $800 per week you get $220.00. On $1500 
per week you get $325.00 “4 week. Ter- 
ritory unlimited so sky’s limit. Com- 
petitive medium metro matteo on east 
coast. At o * 2 years fulltime radio sales 


experience. ers please. Airmail 
resume to Boe ° a BD ROADCASTING. 


Single market northeast Texas _ station 
looking for a salesman to take over local 
accounts. . . . Must be willing to do some 
air or news work. Young growing or- 
ganization .. definite advancements. 
Worth happy employed looking into. .. . 
Box 797TH, BROADCASTING. 


New England—Major indie needs 

= salesman. Real opportunity with 
multiple chain for man _ looking 

fo t the 

CASTIN 








— Resume to Box 837H, BROAD- 


— & Chicago—Completing increase 
to 5 kw. Need experienced ee sales- 
man desirous of “moving up.” Permanent. 
25% commission—advance. Send full de- 
tails first letter. WEAW, Evanston, Illinois. 


Unusual opportunity for advancement in 
sales with new station in metropolitan mar- 
ket. Resume and photo to H. Behre, WERA, 
Plainfield, New Jersey. 


WCLW .. . 1000 watts . . . 1570 ke. Mature, 
stable people desired for permanent em- 
ployment. Engineer-announcer first class li- 
cense either good or light announcing. Also 
good announcer or announcer that can be 
trained. Salesman opy writer 
desired. Send all information in first letter 
and tape to WCLW, 1771 McPhersori Street, 
Mansfield, Ohio. 











A r-sal ho can _ sell their 
programs. Contact 'WSBC- FM, Chicago 12, 
Illinois. 








Southern group—Top rated metro stations, 
expanding, seeking two potential managers 
as salesmen—30-40, married. Guarantee, 
moving, rapid advancement for creative 
producer. Area applicants preferred. Send 
photo—complete resume first letter. McLen- 
don Broadcasting, Box 197, Jackson, Miss. 


Radio television jobs. Over 630 stations. All 
major markets, midwest saturation. Write 
Walker Employment, 83 South 7th Street, 
Minneapolis 2, Minn. 








Announcers 





Announcer with first class ticket, mainte- 
nance. is secondary. Box 928D, BROAD- 
CASTING. 


Experienced announcer—sportscaster. 27, 
desires position with responsibility at well 
organized station. Sports complete 
local promotion speciality. Offer consistent, 
best of ability work an cooperation. Em- 
ployed. Box 655H, BRCADCASTIN' 


Morning man wanted, small market north- 
ern N. Y. adult format rogressive opera- 
tion. Experienced air-salesman only. Im- 
mediate opening. Send tape, picture and 
resume to Box 673H, BROADCASTING. 


pane gpragtiee ow ened to assume staff duties 
and some tenance. Must be good an- 
nouncer, fair technician. Central Atlantic 
state, tape, photo, resume first letter. Will 
return. Station plays good pop, c&w music. 
No r&r. Character and cr it references 
required. Good opportunity for right man. 
Average salary to start. If you have a 
ticket and a good voice, don’t miss this 
one. Box 693H, BROADCASTING. 


Announcer with well-rounded experience 
for southwest network station. Box 714H, 
BROADCASTING. 


Capable radio announcer desired by am- 
fm-tv station. Emp! on voice quality 
and intelligent delive We are adult 
operation, not personality format... 

terested in ma performance. 
Above average benefits ‘pleasent midwest- 
ern community. Box ‘Sade BROADCAST- 























ae radio salesman. Salary plus 
commission. Good market. KFRO, Long- 
view, Texas. 








Sales manager for areas #1 station. Guar- 
antee; plus commission. Oklahoma, Ark- 
ansas, Missouri and Kansas applicants pre- 
ferred. Call Gene Humphries, owner, 
KVIN, Vinita, Oklahoma. 








for fm station in ee bona S100 
lenced operatin rd. to Box 
and resume 
. Tapes will be 


r week. d ta 
on file by station. 


Announcer-engineer. Central Pennsylvania 
station. Our need is immediate. if 

m. Send resume and tape to Box > 
BROADCASTING. 





poo geo announcer with morning man 
ity. New Jersey. Adult programming. 
Resume, references, tape, salary expected 
first letter. Box 7714, BROADCASTING. 





Announcer-salesman, experienced, capable. 
Announce three hours daily, sell five. Send 
resume, audition tape, photo. Permanent 
job, good pay for ern man or wo- 
man, salary and commission, on successfuk 
small market station. Box 815H, BROAD- 
CASTING. 


Quality small market station seeks quality 
announcer. Job permanent on an estab- 

lished, successful station. Send audition 
tape, resume, photo and salary expected, 
in confidence. Box 816H, BROADCASTING. 


Opportunity married staff announcer. Out- 
line experience. KFRO, Longview, Texas. 


Announcer with first phone to live in 
paradise. Only station in Honolulu suburb. 
Engineering ability desirable but not vital. 
Living excellent, all year swimming, sail- 
ing, fishing, water skiing. Adult mus ic — 
mat. = hoto, —— ar requirements 
K- ua, Hawaii 


Sonor with car, ist class li- 
cense, mainte ce experience, permanent 
Position. KOAL, Price, Utah. 


Wanted staff announcer for good music 
station—immediate opening. Shy nonten 
preferred, “7 ood pay, benefits. Send ta 
resume to WANE, Fort Wayne, india. 


Opportunity; for mature, experienced an- 
nouncer with a knack for entertaining 
homemakers and the ability to sell them 
our clients products. Must have a sincere 
desire to play vital role on air and in 
conenarns. oe . ee he vom Send 

sume, photograp pe an ary range 
to WARA, Attleboro, Mass. 


























Combination announcer-engineer ... ist 
phone ... air shift and maintenan sai 
tow station in area — we Be ores wich opportur 

Call or write Don M at . 3 


. WBAZ, eine, a New York. 


Small peor announcer who's on the ball 
for WBYS—Canton, Illinois. 


Announcer-engineer with first phone. Mini- 

mum maintenance. Emphasis on news 

aa" and writing. Immediate opening. 
ta Gorda, Florida. 


Wanted Experienced announcer. Pleasant 
voice and ability to interpret commercials. 
No screamers. Send tape and resume to: 
Capps Sutherland, program director, WCLO, 
Janesville, Wisconsin. 


WCLW .. . 1000 watts . . . 1570 ke. Mature, 
stable people desired ‘for permanent em- 
loyment. _Engineer-announcer first class 
ay ee either good or light ao 

















Iso good or 1cer 
Fe trained. Salesman desired. Copy writer 
desired. Send all information in letter 
and tape to WCLW, 771 McPherson Street, 
Mansfield, Ohio. 


Announcer with first class ——. an} 
WRJC, Mauston, Wisconsin, 

Maintain 500w transmitter. Send ta tape. State 
sal ig Svs John D. Rice, care WCOW, 
s . Wisconsin. 


Suburban Chicago—combo. First class li- 
cense. Permanent. Open now. $125.00 per 
week. Complete information and tape to 
WEAW, Evanston, Illinois. 


binati gat Ege a 
ag 


work. ‘send Background Saree 
and if possible. Box 28H, BROAD. 
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Help Wanted—(Cont’d) 


Help Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 





Announcers 


Technical 


Management 





announcer needed by expanding or- 
Gastaation .~ \—s or =e training 
to WGAD, Gadien "alabama <i 


Chief Engineer some airwork, good work- 
ing conditions and salary. ere! A. G. 
Stanley, WTSB AM-FM, 9-6056, Box 
393, Lumberton, North Carolina. 





for good middle of the road 
announcer with first phone. Experience in 


gene A desired but not necessary. 
manager WGAI, Elizabeth City, 
North Carolina. 

— poo — area a en needs ist phone 


ewscasting. Beginner considered 
if c if capable: Write WGNU. Granite City, 











Michigan daytimer—network affiliate has 
opening fer ist p Prefer 
family man. Local news experience— 
a employment for competent man. 
interview yt = P ~— 
Marske, WJUD, St gan. 


Announcer to host gg sone musi 
shows, WKRG, Mobile, Alabama 4 








Immediate opening for experienced radio- 
tv staff announcer. Call Elgin 5-8611 collect 





or send ta resume and photo to Frank 
Wilson, 3G-WTVR-TV. P.O. Box 5229, 
Richmond, Virginia. 

New land—immediate opening for 
music news man in gro g@ modern 


operation. Top pay for top man. Only ex- 
perienced plicants considered. Forward 
resume, audition to Curt Hahn, program 
director W-OK-W, Brockton, Massachusetts. 


Adult appeal morning man. Se ae 
Requirements rigid. start. — 
Ba Weix Mien Shrine, Mascechusets 








livery for Sar aaa oa id's only all = 
oO} on world’s o' -news 
radio station. Send tape, resume Russ 
Paine sta Bee News, + Federal” Bivd., 
Suite San Diego 14, California. 


Staff announcer for four station small mar- 


ket group. 3 
ers. tape, photo and resume to Ralph 
Hooks, Dixie Station, DeRidder, Louisiana. 


ement for experienced an- 
ith or without ist phones in 
Send photo, 








to them. 
wanted. Broadcast Tenet mE Box 
70, Blackwell, Oklahoma or phone EM 3- 


a 


Radio television some. Over 630 stations. All 

ior markets, midwest saturation. Write 
Wi Employment, 83 South 7th Street, 
Minneapolis 2, Minn. 








Technical 





Chief Engineer-New York State, 90 miles 
from city. Box 454H, BROA ADCASTING. 


Chief engineer for stable In- 
diana station. Opening available after 
January 1. Send oudineering experience 
references, forge ang a Bn 


salary 
now. All conn B Sand 
turned. Box 682H. BROADCASTING.” 
Opening-chief r. Strong on main- 
tenance. Capable A board Minne- 
fulltime opera’ station mar- 


sota . 8 
ket. Setaiie. Tape, picture. Box 
Teil, BROADCASTING. 


ee Sea Sees ete liens i 
on maintenance and electronics in 
veneral. Box 8295, BROADCASTING. 


WCLW ... 1000 watts . . . 1570 ke. Mature, 
stable people desired for permanent em- 
either good or lent ansouneheg. 

good announcer or announcer that 

be trained. Salesman desired. Copy 
desired. Send all information in first 
a ee ae eeen 

id, Ohio. 

















Wanted, reliable man with first-phone for 
transmitter duty. Ideal for physically 
handicapped or retired. $260.00 per month. 
WTTF, Tiffin, Ohio. 


Radio television jobs. Over 630 stations. All 
major markets, midwest saturation. Write 
Walker Employment, 83 South 7th Street, 
Minneapolis 2, Minn. 








Production—Programming, Others 





Girl Friday for Florida coastal medium- 
market network station. Personable, cap- 
paw ee write creative copy, some 

o, type qe ple bookkee ~~ em knowl- 
sie helpful. sheae hoto and references 


re requirement. Box 696H, BROAD- 





Mid-atlantic. Operation manager for inde- 
pendent. rienced in traffic, copy, at all 
phases stat _ operation. Send resume, 
photo and ed salary to Box 744H, 
BROADCAST G. 








diate program director and 
maintenance “engineer- announcer combina- 
tion, need all ort iene contact, 
Box 788H, BROADCASTING. 


If you are creative and can write effective 
commercial copy and have a good com- 
mercial voice, send resume and audition 
tape immediately to Box 796H, BROAD- 
CASTING. . 








Newsman for local news operation. Top pay 
for market. Tape, resume, and picture to 
KBRZ, Freeport, Texas. 


Good news man wanted by one of the 
finest one station orators in USA, 
located in So. California desert, with the 
greatest weather around. Cor audience, 
no newspaper or other radio competition. 
Over, 25,000 ple rely on us yA only 
source for daily news. Want man - ae 
charge news Speration . Must be 
writer-reporter, as well as air man. Typing 
as readable to others as to self. Complete 
data and tape, minimum salary ... KD- 
HI, Twentynine Palms, California. 


Experienced farm director with big and 
— ideas on agricultural broadcasting. 
big and practical KSOO Sioux Falls, 
South Dakota. Sales and tv opportunity 
can be yours in addition. Here’s a real F 








with great future. Resume and ag to 
Loftesness KSOO, Sioux South 
Dakota. 





News director to take over established de- 
partment a emphasizes responsible re- 
porting. ated station. WBYS— 
Canton, itinols. 





General manager .. . available around first 
of year. Present station being sold. 15 years 
experience all phases. 37. Family, sober. 
Active in community affairs. Excellent 
recommendations include present employers. 
Organize and develop new station or ad- 
minister operating concern. Active in sales, 
etc. First phone many years. Prefer western 
market 20-50,000 or perhaps small group. 
Would like eventual partial or full pur- 
chase opportunity, though not essential. Box 
616H, BROADCASTING. 


Prefer medium market—35—family man. 
College graduate, first phone—eleven years 
commercial radio—part two years public 
relations capacity with agency contacts. 
Previous managerial experience. Box 807H, 
BROADCASTING. 


Ya got trouble? Imagination tempered by 
stability, youth complimented by experi- 
ence. Excellent background. Box 810H, 
BROADCASTING 


Management-production - sales - engineering 
team to form the nucleus of your new 
station or revitalize your existing opera- 
tion . . . am or fm. Four steady, family 
men, each a specialist in his field and all 
on & off the air salesmen will increase 
your gross. All experienced in major 
(Chicago, Detroit, Ft. Wayne, Long Island 
Kansas City) and smaller markets. All now 
operating in =e area. Write Box 814H, 
BROADCASTING 














Assistant manager—program director. 39 
years old, family man, 19 years radio-tv. 
Expert on FC€-form 303, section IV. Pres- 
ently eg for production, film-buy- 
ing, ic, continuity, art, news, public 
service. Handle network and close associa- 
pee with national rep. Full particulars and 

rsonal interview on request. Box 834H, 
BROADCASTING. 


Management—sales. Are you looking for 
a good man? Successful—experienced. Try 
me. Medium to small market. Available . 
January. Box 835H, BROADCASTING. 


Will trade 5% of my southern California 
5000 watt radio station for ownership and 
management contract in your station. 
California preferred. Box 841H, BROAD- 
CASTING. 











General manager, strong on sales. 25 years 
solid top level experience, ground up radio- 
tv station development, same group. Sta- 
tion sold. Agency, network, Washington 

ee Box  847H, 
BROADCASTIN' 


Late on top pop records? Does your com- 
—— seem to have you beat? Then be 
really first in your market with all 
the latest top pop artists-all labels-mai 
Lon a Predicate 
- uctions, ar 
Francisco, California. > 


Sales 











Immediate opening on staff of award win- 
ning news department. Prefer young, ag- 

ive newsman. Only those trained and 
experienced in radio journalism with a 
warm, authoritative sound need apply. Top 
Pp ay and talent. Send complete resume with 
references and ta to: WCKR, P.O. Box 
38M Miami, Florida 


RADIO 








SITUATIONS WANTED 





Money hungry—straight commission sales- 
man wants larger billings. Do 
792H, BROADCASTING we ae 





Executive type salesman wants to relocate 
in television or radio. Eight years of solid, 
successful sales background, including 
local, regional and national. Sales and m 
= ket oterred. B references. Mid- 
market preferre ox 802H, - 
-- BROAD. 





jones 








Hehe ew _ - “ serene Pens 
ron: ar’ rtscas 
562H, BROADCASTING. ~ ie Ze 








greater growth ... 
wanted man. Box , B 


A —disk jockey, young, some ‘_" 
perience. Prefer eastern seaboard, desire to 
settle down. Box 645H, BROADCASTING. 


Radio-tv announcer seeks position in New 
England. Married, steady. Box  653H, 
BROADCASTING. 











—_ae position manager, 
munity" sta sales manager =z H BROADCAST. 


2 -dj. AM-TV. Experience runs 

of Tchaikowsky to Tchubby 
Fenecker: Top ratin and top money in 
1,500,000 market. um $150. Box 678H, 
BROADCASTING. 
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Situations Wanted—(Cont'd) 


Situations Wanted—(Cont’d) 





Situations Wanted—(Cont’d) 





Announcers 


Announcers 


Production—Programming, Others 








Outstanding Lg ge me 6 years, finest 
references. = 26. Expecting frst child this 
spring. Minim $150 to support it. Box 
707H, BROADCASTING, 





Program director, experienced, good music, 
similar operation. Good air work. Box 
718H, BROADCASTING. 





Top sportscaster looking for sports minded 
station. Finest of references. Box 720H, 
BROADCASTING. 





Experienced Negro announcer 2 years com- 
mercial experience. Does everything well. 
a on request. Box 722H, BROADCAST- 





These who’ve heard agree—best basketball 
announcer ever. Request tape and decide 
for yourself. Presently doing small college 
sports; desire cor: set-up. 6 years ex- 
perience. Box 765 BROADCASTING. 





Experienced major college basketball play- 
by-play sportscaster. Good interviewer. Box 
778H, BROADCASTING. 





yoo ge fm announcer seeks FM station or 
non r&r. Strong news, dj, board. Box 
79H. BROADCASTING. 





California, Arizona, New Mexico—10 years 
with production, sales, color, sports. Family 
man. Desire permanent position. Taped 
biography. Box 780H, BROADCASTING. 





Deejay four years experience, desires top 
forty operation in medium-major market. 
Box 731H, BROADCASTING. 


Experienced announcer with smiling per- 
sonality. Good young dj. Station promotion 
is my specialty. Play by play on major 
sports. TV production background. Will 
relocate. Box 794H, BROADCASTING. 





Experienced announcer seeks advancement 
into larger market. Vet, college, married. 
Box 827H, BROADCASTING. 


Negro announcer, dj, tight format, news- 
caster, mature voice. ‘amily man. Will 
travel. Box 828H, BROADCASTING 


Top rated dj major market wants to re- 
locate New York city fringe area. Box 
831H, BROADCASTING. 


Experienced, bright, happy sounding an- 
nouncer see stable position with your 
station, tight board, nofi a floater. Box 
833H, BROADCASTING. 


Announcer—four months experience as 
summer replacement. Graduate of A.T\S. 
Will send resume and tape on request. 
Box 836H, BROADCASTING. 


Talent-imagination-loyalty—that’s what pa: 
employers say about this 28 year old draf 
exempt veteran who is married, has 6 years 
experience in modern radio as pd, nd, dj 
and has always had or created a number 1 
pulse rating in medium or large market. 
Looking for organization where he can 
settle. Minimum salary eg per a 
Available immediately. Call 853-5635 
write Frank Malone, 6503D Military High. 
way, Norfolk, Virginia. 


Country music dj., first phone, draft 
exempt, family. 4691 Primm, St. Louis, 
Missouri. Call FL 1-2179. 


























Trained college graduate seeking announc- 
ing, position—news and dj show. Resume 
and tape audition available. Box 782H, 
BROADCASTING. 





Sportscaster. Seven years experience. Have 
done 50 to 75 games play-by-play yearly. 
Baseball, basketball tops. Good references. 
Appreciated by audience but unappreciated 
by present employer. 26. Single. Veteran. 
I’ve done it all, news, dj, etc. Iowa pre- 
ferred. Box 783H, BROADCASTING. 





Southwest combo ist FCC. Love those letters 
from good stations. Box 786H, BROAD- 
CASTING. 





Announcer, dj, fast board, mature voice, 
experienced, want to settle. Box 
BROADCASTING. 





Announcer-deejay now employed 
northeast. On air nine years. Broad ex- 
perience. Will go anywhere for better op- 
portunity. Interested in top 40 or adult 
programming. Box 804H, BROADCASTING. 





Announcer. Versatile. Adaptable. Excellent 
references prove hard worker. Call middle 
atlantic states home. Box 805H, BROAD- 
CASTING 





DJ, sports, utility, 7 years experience, 
draft exempt, midwest please. Box 813H, 
BROADCASTING. 





Boston top 40 personality with best ratings 
at station, desires move to metro market 
or pd. At major in east. Personality show 
with voices, inserts. Reasons for move can 
be easily explained by current manage- 
ment with high recommendation. I can pro- 
duce for you as I have here. Formerly 

p.d. in major eastern before Boston. Box 
Bi 7H, BROADCASTING. 





Sports director with 6 years play-by-play 
ready to move up. Looking for station that 
carries minor league baseball; and/or col- 
lege basketball and football. College grad- 
uate. Married. Locate anywhere. Box 818H, 
BROADCASTING. 





Top 40 dj with first phone—1!2 years ex- 
perience. Now employed. Prefer south but 
will consider all—tape available. Box 820H, 
BROADCASTING. .. 





First phone, married, 1 child, reliable, 
sober, 29. Military obligation completed. 
Permanent position. No éxperience. Willing 
to work hard, Box 822H, BROADCASTING. 


S ful announcer-chief engineer wants 
permanent position in adult radio. Family 
man. Jim Harris, Route 1, Box 916, Colum- 
bus, Georgia. FA 17-3028. 


Experienced in announcing and sales. Bill 
oe 9952 Schiller, Franklin Park, 
inois. 


Have ticket will travel: top 40 or country 

in New Mexico, Oklahoma or Texas. Ray 

——. 1306 3rd. N.W., Albuquerque, New 
exico. 


Top 40 dj., available in January. Now in 
#2 market. B.S. degree. Write now for 
aircheck. Married. N. Ward, 20764 Hartland 
#2, Canoga Park, California. 


Technical 


Ist phone, age 43. 5 years chief engineer 5 
kw da & fm, 7 years transmitter engineer. 
3 years mobile radio, 4 yrs. technician & 
asst. radio engr. r & d radar and marine 
transmitter. Graduate army and civilian 
radio school. Amateur license. Car, married, 
family. Mechanical inclined, available on 
oe notice. Box 547H, BROADCAST- 


Engineer, young and unattached, willing 
to relocate for good pay. Experienced in 
am-fm operation, studio work, and remotes. 
Presently employed chief engineer in 
Detroit. Top references. Box 774H, BROAD- 
CASTING. 


First phone, family, desire permanent posi- 
tion, radio or television. Available Jan. 8. 
Prefer Ohio. Box 806H, BROADCASTING. 


Experienced first phone, good chief. An- 
nouncing fair, music selection good. $95 
week. Car. Ten days notice. Relocate south, 
west. Box 830H, BROADCASTING. 


Production—Programming, Others 


Producer-director—long on creativity—short 
on opportunities A. use it. Ten years ex- 
perience. Complete production background. 
Box 775H, BROADCASTING. 


Reporter-mature journalism graduate, lim- 
ited experience. Available immediately. 
Prefer midwest or west. Box 776H, BROAD- 
CASTING 


GO-getter. Production man experienced all 

hases. Film, studio, announcing, traffic. 
oung, married. Prefer mid-west. Box 
784H, BROADCASTING. 






































Metro-radio and multiplex operations. Pro- 
gram director —- announcer — sales. Seven 
years am-fm programming-production. 
Three years multiplex sales—programming. 
Good music programming on your. am-fm 
and/or multiplex operation. Desire group 
or stable independent. Write to: Box 785H, 
BROADCASTING. 


Versatile, aggressive newsman, 3 years com- 
mercial radio experience including New 
York city area. Want location strong news 
minded station, handle all phases gathering, 
editing, delivery. Married, 30 Eepeciaity 
interest California, Arizona, Deieneae. but 

listen to other possibilities. Available 
immediately. Box 790H, BROADCASTING. 


Experienced newsman, 2 years commercial 
plus 3 years AFRS. Want news situation 
not top 40. Salary secondary. Presently 
employed New York area but available 
immediately. Best references. Box 1791H, 
BROADCASTING. 


Programming-director, medium; assistant, 
major market, 12 years writing, public 
affairs, adult music, announcing, program- 
“ ry Me. = ideas. Box 800 , BROAD- 


Sports director—radio or television. Now 
public relations director with ee 
sports organization—thirteen years -by- 
Play football, basketball, baseball, all = ases 
of sports—35. Married. First phone will 
travel for interview. Box 808H. BROAD- 
CASTING. 

















Attention fine music and fine arts stations 

._. Wrote and directed industries first 
qualitative survey of an fm audience; six 
years as announcer, writer, producer, and 
operations manager for the nation’s finest 
fm station; as program director and opera- 
tions manager, brought new top ten market 
fm_ station into programming dominence 
and commercial success in one year; net- 
work quality announcer; well-versed in 
program guide production; degree from 
Northwestern University; interested in per- 
manent position with and possible invest- 
ment in quality major market operation. 
Box 809H, BROADCASTING 


Sales oriented program director/manager. 
Excellent background, references, airwork. 
Family. 32. Box 811H, BROADCASTING. 


Jack of all trades! Performer of 10 years- 

ready for behind the scenes. What have 

you? P.D., production, news, sports, music, 

copy, traffic. Yes, well-versed in all—in all 

ogy programming g. Prefer metropolitan! 
Box 832H, BROADCASTING. 


Newsman — experienced, competent all 
phases news operation. Seeking station with 
mature news concept. Tape, resume, refer- 
ences. Box 586H, BROADCASTING. 


News or public affairs directer. Radio 
and/or television. National award winner. 
Special events, documentaries, public af- 




















fairs, editorials. ee Now 50 
Box 607H, BROADCASTING 
TELEVISION 
Help Wanted—Sales 





TV sales experience. We have an opening 
for you. Draw-commission, no ceiling, 

fit g. insurance and vacation. te 
KFBB, Box 1139, Great Falls, Montana. 


Technical 


Engineer of good character, best technical 
ications for south Texas vhf. Box 


qualifi 
7isH, BROADCASTING. 


Have immediate o opening ef engineer 
at small eg age vi sing fon tan upper north- 
east. Must be experienced, strong on main- 
tenance Good pay to night man Box 743H, 
BROADCASTING 














Television art director or creative artist: 
244 years performing and directing two and 
three-dimensional _—— for television plus 


promotional years college. Family 


art. 
responsibility. EE in growing opera- 
tion. Box 843H, BROADCASTING. 


Transmitter operator for KMVI-TV, Maui. 
a experience not necessary, but 
valid first class radio-telephone license is 
essential. Work 40 hours in three 

four Ag off each week. Write or 
KMVI-TV, Wailuku, Maui, Hawaii. 
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Help Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 


For Sale—(Cont’d) 





Technical 


Announcers 


Equipment 





opening first phone. Switching, 

some maintenance. 48 hour week. Growing 

station. Call or write Jerry Goff, KNOP- 
TV, North Platte, Nebraska. 

Studio technician experienced for expand- 

= operation. ee to a. Send resume 


d references to 
i761 Museum Drive, Chicago 37, Illinois. 





Local ad agencies, colleagues, even man- 
agement, think I have major market ability. 
Excellent appearance, voice. More 
than 10 years announcing, weeny 5 tv. 
High personal announcing standards, — 
or live. Box 812H, BROADCASTING 


Technical 








Sy Domine sean? Conant Derry 
erry 

Smith, V.P. for Engineering, P.O. Box 840, 

rpus Christi, Texas. 





ist phone, vhf and tv transmitter opera- 
tion, installation and maintenance experi- 
ence. Considerable travel ees some 
foreign. Send resume to; Mr. D. K. Thorne, 
RCA Service Company, Gare Hill, Cam- 
den 8, New Jersey. n equal opportunity 
employer. 


Production—Programming, Others 
ws and hm ie have 
=v production, _ s peopl Fe igi “4 
display column under Television Help 
Wanted Management. 








Attention midwest: 7 years experience in 
studio operation and maintenance, also con- 
struction. Middle-aged, family. Desire same 
position with advancement potential. Let’s 
QSO. Box 769H, BROADCASTING. 


Engineer: 10 years tv experience in color, 


net, remotes and videotape. 3 years asst. 
Cc. Married and reliable. Box 770H, 
BROADCASTING. 


Production—Programming, Others 











Big profit pack—see Announcers. 





Program manager and/or operations man- 
ager—over eight years in production and 
operations—four years programming. Ex- 
cellent references. Prefer west or south- 
west. Box 636H, BROADCASTING. 


3 kw Western Electric fm transmitter. In 
service. Excellent condition. Available 30 
days. Priced to sell. Box 821H, BROAD- 
CASTING. 


2 automatic (45 rpm) turntables & controls 
(BQ-103 RCA) 2 turntable equalizing pre- 
amplifiers (BA-26A RCA). One turntable 
wi controls and pre-amplifier priced at 
$995.00. This equipment used only four 
months. Both machines are equipped with 
remote control cueing. For inspection and 
contact, write or call WEAM, 1515 N. Court 
House Rd., Arlington, Va. Jackson 717-7100. 


GE 1 kw fm transmitter in good condition 
with complete set of tubes. Eight extra 
final tubes included. WFMB, Nashville, 
Tennessee. 


Magnecord 814 tape player. Three speed, 
8-hour reels. In good condition. Cost $700.00, 
sell for $225.00. WFMB, Nashville, Tennes- 
see. 














Ampex and Magnecord tape recorders and 
other recording and audio equipment for 
sale at best possible prices. Write for list. 

. . Fidelity Sound, Inc., P.O. Box 5455, 
Jacksonville, Florida. 








Attractive and unusual opening at full 
girl for several 


ng 
responsibilities to gen- 
ubmit immediate rerene 


available. Mrs. 
TV, Sioux Falls, South Dakota. 


TELEVISION 








SITUATIONS WANTED 





Management 


Sellin eneral manager. 37; pumas grad- 
2 experienced years—8 


uate; 

years te cn, triple ratings a 
rofits; enhance image. ne 
ee doing it. Box 626H, BROADCAST- 








salesman. Somewhere 
an ethical, — — a 


tion, ond t show you what I 
a spot (available im- 
words) I'll consider 
up if there is 

chance for advancement. Mini- 


00. a talk it over. Box 751H, 





Sales 





Big profit pack—see Announcers. 





Announcers 





30 min. film as 


e 
ee TV ore producing-directing 
ox camera military unit) an- 


pg Ra 
pe 
tookerlent’ a. made dj, eebeies. = 
733H, BROADCASTING. 


Georgia, Virginia, wants > in 


Kids show. Outstanding 30 successful two —_ 





No. 5. C. 
ance, good vol A a as 


Muatezes Cj wants back into television. 


Seenoe"Votetan Bor bad BROADCAST 





i 


Six years experience news. Film, camera, 
production and photography. Box 679H, 
BROADCASTING. 


Cc te inventory of Ampex, so. yy 
& Viking spare parts. Used PT6-JA 
$150.00 up. Auto-trans $350.06 Gates Radio 
Company, 2700 Polk, Houston 3, Texas. 





Experienced news director with proved 
news-in-depth record in competitive mar- 
kets. Top airwork, references. Box 684H, 
BROADCASTING. 


Film editor available December Ist. 10 
years in tv—5 in radio. Mature, sober, re- 
liable male. Up thru the ranks. Can operate 
your film library on small budget. Can 
Youble as announcer, actor, film technician. 
Must move to warm climate, southeast, 
southwest or far west. Box 690H, BROAD.« 
CASTING. 


Experienced woman tv and radio per- 
sonality available immediately-prefer N.E. 
Highest references—‘‘on camera” interviews, 
commercials, special events, model cloth- 
ing-remotes-write copy. Interested in op- 
portunity. Box 699H, BROADCASTING. 


Imaginative young woman—seeks creative 
position in tv production. Interested in 
drama, documentary, and public affairs 
pro; gramming. —- graduate—tv, drama, 
film F woen und. Experience in educational 
tv. ent references. Prefer NYC or 
California area. Available after January. 
Box 772H, BROADCASTING. 


am manager 13 years in one of 
top 8 nermet, major NBC affiliate in 
southwest. As department head, responsible 
for film buying, personnel supervisor, ad- 
ministration. li knowledge all phases 
radio and tv programming, production, and 
operations. Single woman, personable, ex- 

















cellent references. Write Box 787H, 
BROADCASTING. 

Documentary oO eng provers, director, 
cinematographer, Experienced. 


moe References. Box 793i, BROADCAST- 





Film editor, 4 years experience, draft 
exempt. What do you have to offer? Write 
P.O. Box 3026, Columbia, South Carolina. 


FOR SALE 








Equipment 


Tower—excelient So na a Agro feet high 
less "nae und design, stem SI now 
— = Available in 
eu 12 months. Box 337H, BROADCAST- 








RCA MI-7330 50 kw short wave broadcast 
transmi' . 6 to 22 me. For further de- 
tails Box 640H, ADCASTING 


Uses gence peteisten tab-i8men, Kinescope 
recorder—latest good 
t used since being 


Camera no 
i oe eee Oo 
Box 742H, B G. 





Am, fm, tv equipment including monitors, 
5820, 1850, 2. tubes. Electrofind, 440 Colum- 
bus Ave., N.Y.C. 





— .-. 8 or sell preg dcasting equipment. 
Radio Broadcasting Supaly 
+ ae i3i4 4 Iturbide St. Laredo, Texas. 





Transmission line, styrofiex, heliax, me wes 

with hardware and fittings. New at x nad om 
prices. Write for stock Sierra Wi 

Electric Cable Co., “ior Middle erra. Western Road, 
Oakland 20 , California. 


WANTED TO BUY 
Equipment 


Good used RCA TK-41 color camera... 
contact Box 741H, BROADCASTING. 


Wanted. Used Auricon cine-voice, prefer- 
able converted; no sound, 3 lens turret. 
Write Box 768H, BROADCASTING. 

















Wanted—used 1 watt microwave link. Must 











include audio diplexing equipment. Box 
789H, BROADCASTING. 
WANTED TO BUY 
Stations 
Radio station in Ohio, Indiana, Illinois, 
Michigan or Wisconsin. Have $30,000 down, 


Send details. Box 522H, BROADCASTING. 


Wanted to buy an individual: Radio sta- 
tion in Wisconsin or Minnesota. Size not a 
cash or any way seller de- 
ve full particulars about the 
property. Write Box 691H, BROADCASTING. 


Penna: wanted-radio station within 50 miles 
radius of Pittsburgh. With a good potential. 
Box 844H, BROADCASTING. 


INSTRUCTIONS 


Train now in N.Y.C. for FCC first phone 
license. Proven methods, preven results. Day 
and eet, See Placement assistance 
Announcer Training Studios, 25 W. 43 N.Y. 
OX 5-9245. 


FCC first phone license in weeks. 
Guaranteed instruction in «a and 
by master teachers. 

















laboratory methods by 
G. I. approved. Request free brochure 
Elkins Radio License School, 2603 Inwood 


Road, Dallas, Texas 


Be prepared. First class F.C.C. license in 
six weeks. Top quality theory and labora- 
se Elkins License School 
of Atlanta, 1139 Spring St., N.W., Atlanta, 








1 
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INSTRUCTIONS—({Cont’d) 





FCC frst ne as reparation by 








Since 1946. The original course for FCC 
First Class Radiotelephone Operator License 
in six weeks. Reservations necessary. En- 
rolling now a" classes starting January 3, 
March 7, May 9, July 11. For information, 
ee and reservations write William 
hoof, it Radio Operational Engineering 
1150 West Olive Avenue, Burbank, 

Calif ornia. 


FCC first class license in 6 weeks. We are 
specialists. We do nothing else. Small 
Maximum personal instruction. 
One low tuition covers every until 
license secured. Pathfinder Me 
Hollywood Blvd., Hollywood, California. 











Help Wanted—(Cont’d) 





RADIO 




















Announcers Situations Wanted—Management 
$12,500 for HUSBAND AND WIFE 
SWING JOCK ape 


Top 40 highly rated in America’s 
top 7. North Eastern station has 
immediate opening for mature 
sounding personality D. J. All 
replies confidential. Tape and 


resume to: 


Box 823H, BROADCASTING 





be B=. $20,000 or prea to invest | in 
sm 

radio canlien. Completely ae ‘in na- 
tional, jon oped and oy sales as well as 
the finan aspects of station operation. 
Write Box 3276, Grand Central Station, 
New York 17, New York. 














Production—Programming, Others 




















Elkins Radio 

Six weeks quality instruction in laboratory 
methods and theory leading to the F.C.C. 
First Class License. 14 East Jackson St., 
Chicago 4, Illinois. 


Announcing programming, console opera- 
tion. Twelve weeks intensive, practical 
training. Finest, most modern equipment 

School of 





available. G. 1. approved. Elkins 
soemevaning, 2603 Inwood Road, Dallas 35, 
exas. 





MISCELLANEOUS 





Station promos—new—different giant list of 
80-50¢. Box 819H, BROADCASTING. 


Will swap 25@ watt transmitter for new 
Ampex 300. Call 583-2727, w. THE, Spartan- 
burg, South Carolina. 


“Deejay Manual,” a complete gagfile con- 

taining adlibs, bits, gimmix, letters, patter 
00: Show-Biz Comedy Service, 

Parkway Court. Brooklyn 35, N. Y. 


25,000 a comedy lines, routines, 
adlibs la library in show busi- 
ness. Special monthly topical service featur- 
ing deejay comment, introductions. Free 
catalog. Orben Comedy Books, Hewlett, N.Y. 














Business Opportunity 











Technical 








ENGINEER 
Need staff engineer for office and field 
work in connection with AM, FM, TV, 
and Microwave activities. Please furnish 
review | of qualifications, interests, and 
il d must be high. 
. Earl Cullum, Jr. 





Dallas 9, Texas 





12 years experience in radio & tv in 
major eastern market within multiple 
station operation. All phases of pro- 
duction, operations, continuity and traf- 
fic. Want to relocate for added re- 
sponsibility and new challenges in major 
a area. Box 708H, BROADCAST- 
NG. 

















CHIEF ENGINEER 
5KW New England Big City Sta- 
tion. Must be excellent creative 
studio and transmitter engineer. 
Wonder- 
ful future if you know your stuff 


Forward looking mgt. 
and are not a “lazybones.” De- 
tail experience, references in con- 
fidence to: 

Box 825H, BROADCASTING 


NEWCASTER 

Radio-TV News Director-Newscaster de- 
sires more challenging oppertunity. 
Presently doing 2 radio newscasts 
(SOKW) plus 2 television newscasts 
(same sponsor 7 years. | have 6 Na- 
tional, State, and local awards, and 
the #1 rating in one of the largest 
multi-station markets in the country. 
Box 767H, Broadcasting. 

















Am looking for partner in progressive radio 
station in intermountain area a ome 
119,000, would like you to be willing to 
invest $45,000 for 45 percent of station with 
option to buy 50 percent. Station is 1000 
watt daytimer currently in black. Box 579H, 
BROADCASTING. 


Ex Zivman wants to invest in Florida or 
Hawaii radio station and participate ac- 
tively = sales and/or management. In- 
vestor is experienced in radio, television, 
newsprint and ae film sales. Box 
838H, BROADCASTING 








RADIO 





Help Wanted—Management 











CHIEF ENGINEER 


To take over Engineering ee of 
aggressive MUZAK Company Wash- 
ington, D. C. Must be aassnahie ex- 
perienced in layout, — and installa- 
tion of major Sound and Public Address 
Systems. Knowledge of radio and tele- 
vision transmission and receiving facili- 
ties helpful, bg | knowledge of repair and 
a equip- 
ment for Rc Penenens music 

Please write giving details of background 
and salary d Send f pos- 
sible. All replies will be ‘held eteketly 
confidential. 


MUZAK in WASHINGTON 
1341 “L” Street, N.W. 
Washington, D. C. 








NEWS DIRECTOR 
$10,000 to start 


You write, live, breath news. 
You’re a self starter who writes, 
announces and understands fast 
paced modern news for top 40 
station in large eastern mkt. Write 
in confidence, tape, resume to: 


Box 824H, BROADCASTING 
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MANAGER WANTED 


Indiana 1,000 watt fulltime, city of 100,000, wants a man who is cur- 
rently employed as manager. Good executive and good salesman (must 
handle $50,000.00 himself in local billing). 
have social wife so couple can fit into community fast. Must know all 
about running a radio station, handling personnel, FCC rules, etc. Must 
have good background and lots of radio references. All info confidential. 
Air mail picture and complete story to Box 617H, BROADCASTING. 
HARD WORKER WHO WANTS TO ADVANCE and MAKE $15,000.00 
Plus Now, and $25,000.00 three years from now—APPLY! 


 acenleoanmennnitinineheneienniiiidinnineniiesiial 


Know sales nationally. Must 


NEWSMAN 


Due to Unforeseen Situation, we must 
reluctantly let an A-1 newsman go. Geod 
background. An asset to any AM/TV 
newsroom. He’s reliable, versatile young 
man devoted to news. "We highly rec- 
ommend for position in top 25 markets. 
Box 826H, BROADCASTING. 











Proven Successful 
Radio Program Mgr. 
will guarantee results 
in exchange for station 
management training. 
Phone 412:661-6648 








105 











TELEVISION 


Help Wanted—Management 








OPPORTUNITIES IN CALIFORNIA 
Have you considered the possibility of changing from your present position 
to a better opportunity ?—Either now or later? We want to build an active 
el file of the most capable people in our profession for o: 


both now and later. 


We operate radio, tv and fm stations in California (not S.F. or L.A.). We 
are number 1 and expanding. We have immediate openings in television 
traffic, radio and tv sales, and we need an artist who knows promotion 


thoroughly: Also executive secretaries. 


Regardless of what you are doing now if you are versatile and have experience 
and ability in any phase of broadcasting we would like to hear from you. 


Teamwork 


and responsibility are vital. We offer permanency, stability and 


require the highest professional standards. We will answer all replies and 
tell you all about our stations that are located in the most beautiful sections 
of California. Good salary, excellent working conditions and fringe benefits 


Write now to: 








EMPLOYMENT SERVICE 


FOR SALE 








HIRING? 

RABIO OR TV @ MANAGEMENT 
ANNOUNCERS @ ENGINEERS 
PRODUCTION 
All degrees of experience 
QUICK RESPONSE NO OBLIGATION 
WALKER EMPLOYMENT SERVICE 














i3s2. yen est Minneapolis 2 Minn 
al 9-0961 
MISCELLANEOUS 





MOVING? 


SEND FOR BOOKLET 


A free, 16-page booklet prepared by 
Burnham Van Service, Inc. can give you 
helpful, work-saving, cost-saving point- 
ers on how to organize your move 
from city to city when you change 
ee How to prepare to move, tips on 
packing, a helpful inventory checklist 
of things to do are among the topics 
included. Write for your free copy. 
No obligation. 
Chuck Swann, 
Burnham Van Service, 
1634 Second Avenue, 
Columbus, Georgia 














J RADIO STATION 
(| FINANCING i) 
( Jay J. G. Schatz ‘ 
Continental Illinois Bank Bldg. 
( 231 So. LaSalle Street ) 
} = 4, Illinois 














Equipment 





950 MC STL 
MODEL PCL-2A 
Ideal to replace costly wire program cir- 
AM, FM 


cuits and TV broadcasting. 
Eliminate second party—-YOU maintain full 


control over link. U.H.F. antennas included. 
Leasing terms available. 


MOSELEY ASSOCIATES 


4416 Hollister Ave., P. O. Box 3192 
Santa Barbara, California 

















Drastically reduce overhead with 
complete, practically new Shaler- 
Aitken Automated Programming 
System Custom-designed 24-posi- 
tion random switching sequence 
featuring pre-sensing Ampex and 
Altafonic tape playback, automat- 
ie-cueing Seeburg, additional 24- 
position 10-cartridge MacKenzie. 
Full remote control, automatic 
clock panel, all accessories. Ready 
to operate both fully- and semi- 
automatic. Changes in manage- 
ment-format force sale. Liberal 
financing. Box 777H. BROAD- 
CASTING. 




















FOR SALE 








Mid-West. Non-competitive. 
Single Market. Fulltimer within 
150 miles of Indianapolis. Gross- 
ing over $94,000.00 last 12 
months. Excellent terms. Around 
$45,000.00 down, balance 7 to 
10 years. 1000 Watts daytime 
and 250 Watts nighttime. Direct 
sale—not handled by brokers. 


Box 754H, BROADCASTING 


For Sale—(Cont’d) 





Stations 








) WEST COAST 
MAJOR MARKET 
) Well known and substantial regional 
full time facility in one of the Nation’s 
) better growth markets. Average annual 
sales in excess of $500,000 with ex- 
) cellent earnings record. 
priced for immediate sale. 
Box 574H, BROADCASTING 


Realistically 


ae es es 














A class B maximum power FM 
stereo multiplex radio station in 
the second largest FM major 
market—Boston, is for immedi- 
ate sale. Presently with national 
and local sales billing. 
Population over 3,500,000. 

All brand new RCA and H. H. 
Scott broadcasting stereo equip- 
ment. Excellent coverage. Will 
sacrifice with terms at $75,000— 


30% down. Priced for immedi- 


i ate sale. 


Box 702H, BROADCASTING 





i i ll 





———e Oe OO OO OO OOP 


\ SINGLE MARKET—Due to the recent 


passing of my husband—must sell fine 


) 








Cash sales in excess of $10,000 
menthly. Priced at about one and 
one-half times annual gross with 
terms available to buyer with good 
background. 


Box 840H, BROADCASTING 





(( Texas single market station. Ideal for 

) family operation—all © new—making )) 

( profit—terms. Box 795H, BROAD- 

CASTING. \) 

L a i a i i i 
HAWAII 








$500,000 CASH 


That’s what our client has available 
—seeking good properties in Florida, 
the south, and midwest. Client more 
interested in good facility than earn- 
ing record. 

Associated Media Brokers 
Suite 328 Bayview Building 
Fort Lauderdale, Florida 
Phone LOgan 6-7843 


Bob Flynn Myles Johns 
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For Sale—(Cont’d) 





For Sale—(Cont’d) 





Stations 





Stations 





HASKELL BLOOMBERG 
Station Broker, Lowell, Mass. 


New Eng.—$150,000; $200,000; $350,000. 
No, Car.—$150,000. $200,000. Pean.—$90,- 
000. Ala.—$125,000; $200,000. Kans.—$85,- 
000. Tv-Ariz.—$150,000. Ida.— $65,000. Minn. 
—$65,000. Tv-Am-New Mex.—$300,000. Ga. 
—$300,000. Wyo.—$100,000; $150,000. Ark. 
—$80,000. Miss.—$125,000. Fla.—$55,000; 
$125,000; $175,000. Tenn.—$85,000. Utah— 
$70,000; $325,000. Ariz—$225,000; $425,000. 
Mont. —$150,000. Colo.—$210,000. New York 
—$120,000. Tex.—$400.000. W. Va—$50,- 
000; $110,000. Please write. 





ff" STATIONS FOR SALE“ 


CALIFORNIA. Daytimer. Asking $75,000. 
$15,000 down. 


WEST SOUTH ene Exclusive. Day- 
time. $10,000 do 


NEW ENGLAND. "Saati: Asking $85,000. 
29% down. Will negotiate. 


UPPER MIDWEST. Daytime. 
Asking $65,000. Terms. 


JACK L. STOLL & ASSOCS. 
Suite 600-601 6381 Hollyw'd Bivd. 
Los Angeles 28, Calif HO. 4-7279 


Exclusive. 














Midwset single 500w d 100M _ terms 
Georgia single daytime 45M 25dn 
West small VF-TV 150M 29 
New York medium daytime 120M 29 
Calif. suburban Ikw-D 100M 29% 


South metro fulltime 175M _— cash 
Texas metro Ikw-D 225M 29% 
South Negro low freq 75M 29% 
And others 


CHAPMAN COMPANY 
1182 W. Peachtree St., Atlanta 9, Ga. 











EXPERIENCED MANAGER 


For Florida station being purchased 
by our client who is seeking man- 
ager. Believe manager should be part 
owner. Small amount required. 
Associated Media Brokers 
Suite 328 Bayview Building 
Fort Lauderdale, Florida 
Phone LOgan 6-7843 
Bob Flynn Myles Johns 





Southwest medium TVY-Radio $305,000— 
Texas single regional money-maker, one 
of the nicest physical plants and best 
equipped single market station in country 
$145,000 with only $32,500 down, 15 
yrs. on balance—Texas metre regional, 
ever $52,000 cash flow profit 1960, $250,- 
000—Seuthern major profitable fulltime 
regional $365,000—Louisiana single, grow- 
ing market $40,000—Florida major pow- 
er $237,000—Texas single, exceptionally 
well equipped and excellent plant, good 
city, goed area, $59,750—Texas medium 
fulltimer, making money, lots equipment 
top cenditien. $160,000—Okla. single, 
profitable, terrific area. $100,000—Lou- 
isiana single $26,950—We have what you 
want, er we will get it fer you! 


PATT McDONALD CO. 
Box 9266—GL. 3-8080 
AUSTIN 17, TEXAS 


AN INVITATION 
To assist_us in our hospitality suite 
during the NAB Fall Conference in 
Jacksonville. 


Associated Media Brokers 


Suite 328 Bayview Building 
Fort Lauderdale, Florida 
Phone LOgan 6-7843 


Bob Flynn Myles Johns 
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’ Pa.; KFLY Corvallis, Ore.; 
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, FM STATION 
DETROIT — 


) For immediate sale. 
{ Woodward 3-7240. 












Continued from page 100 


Assn. on ch. 11, Silver City, N. M. (KELP- 
TV ch. 13 El Paso, Tex.); Chamber of Com- 
merce of Fort Sumner, N. M. on ch. 10, Fort 
Sumner, N. M. (KVER-TV ch. 12, Clovis, 
N. M.). 

a Granted cps to install new trans. for fol- 
lowing stations: KTLW Texas City, Tex.; 
WGOK Mobile, Ala.; KBRZ Freeport, Tex. 

a Granted mod. of cps to change type 
trans. for following stations: WRTA Altoona, 
WCNH Quincy, 


KURA Moab, Utah—Granted mod. of cp 
to change ant. -trans. and main studio loca- 
tions. 

K71BB Daggett, Calif—Granted mod. of 
cp to change to ch. 71 and make changes in 
ant. system. 

KI1AE, K13CU Newcastle, Wyo.—Granted 
mod. of cps to change make of trans. 

K1iCY St. Johns, Ariz.—Granted mod. of 
cep to.change primary tv station to KVOA- 
TV (ch. 4) Tucson, Ariz. 

K11AQ Stanford, Mont.—Granted mod. of 
ep to change make of trans. 

K02AO Rexford-Gateway, Mont.—Granted 
mod. of cp to change maxe of trans. 

WGPR(FM) Detroit, Mich.—Granted mod. 
of cp to increase ERP to 39 kw; change 
main studio location and remote control 
point; type ant. and type trans.; remote 
control permitted. 

WOOD-FM Grand Rapids, Mich.—Granted 
mod. of cp to change type trans.; type ant.; 
increase ERP to 265 kw, and decrease ant. 
height to 810 ft. 

a Following stations were granted exten- 
sions of completion dates as shown: K- 
FM Sacramento, Calif., to May 1, 1962; 
WNFM(FM) Naples, Fia., to April 8, 1962; 
KAIM-FM Honolulu, Hawaii, to Feb. 22, 1962; 
KFLY Corvallis, Ore., to "April 23, 1962; 
WMIN St. Paul, Minn., to Dec. : MRN 
Marion, Ohio, to Jan. 8, 1962; WBAL Balti- 

more, Md.. (main & aux. trans.), to May 8, 
1962; KUDL Fairway, Kan., to May 1, 1962! 

! 


Actions of Nov. 1 


WFST-AM-FM Caribou, Me.— Granted 
transfer of contrel from Forrest S. and Jean 
K. Tibbetts to Elbridge F. Stevens Jr., and 
R. ge 4  ~ aca aad voting trustees; consider- 
ation $150 

WAYLUEM). Minneapolis, Minn.—Granted 
cp to install new trans. 

KAPT Salem, Ore.—Remote control per- 
mitted. 

a Granted renewal of licenses for follow- 
ing stations: WAPL Appleton, Wis.; WATW 
Ashland, Wis.; WAUX Waukesha, Wis.; 
WBEL S. Beloit, Ill.; WCFL Chicago, IIL; 
WciL Carbondaie, Ti; ; WCLO Janesville, 
Wis.; WCWC Ripon, Wis.: WDUX Waupaca, 
Wis.: WDZ Decatur, Ill.; WECL Eau ire, 
Wis.; btn. § wins Rapids, Wis.; F 


. . WISV_ Viroqua, 
Wis.; WJBC Pena, tll.; WJBD Saiem, 
Til.; WJMC Rice Lake, Wis.; WKAI Macomb, 





lll.; WKAN Kankakee, Ill.; WKBH LaCrosse, 
Wis.; ; WKRO Cairo, Il.; WLBK DeKalb, II1.; 
WLIP Kenosha, Wis.; WMBI Chicago, Iil.; 
WMIL Milwaukee, Wis.; WMOK Metropolis, 
Ill.; WOBT Rhinelander, Wis.; WOKZ Alton, 
Ill.; WPFP Park Falls, Wis.; WRIG Wausau, 
Wis.; wQ Superior, Wis.; RMN Elgin, 
; WSBC Chicago, Ill.; WTAQ La Grange, 

a TCH Shawano, Wis.; WCLO-FM 
Tacinttie Wis.; WE mn, Mil; 
WFMQ (FM) Chica ‘o, Tll.; WIAL(FM) Eau 
Coie, Wis.; WJB eM Bloomin 


Rocke Island, Iil.; j-TV Madison, Wis.; 
WTMJ-TV Setienckee Wis.; *WILL- TV Ur- 
bana, Ill.; WXMT Merrill,” Wis.; WITI-TV 
Milwaukee, Wis.; WOPA Oak Park, Ill. 


Actions of Oct. 3¢ 


a Granted cps for following new vhf tv 
translator stations: Four Corners Tv Club 
on chs. 7 and 13, Dolores, Cahone and Dove 
Creek, Colo., to translate programs of KOAT- 
TV ch. 7 and KGGM-TV ch. 13 Albuquerque, 
N. M., via intermediate translators, condi- 
tions; Marathon Tv Co. on ch. § Seward, 
Alaska (KENI-TV ch. 2 Anchorage. Alaska); 
Long Valley Tv Assn. on ch. 5 Whitemore 
Hot Springs, Calif. (KOLO-TV ch. 8 Reno, 
Nev.); Boulder City on chs. 11, 4 and 5 
Boulder City, Nev. (KSHO-TV ch. 13, 
KLRJ-TV ch. 2 and KLAS-TV ch. 8 Las 
Vegas, Nev.); Box Elder Tv Club of Carter 
County on chs. 11, 7 and 12 Lower Box 
Elder, Capitol and Eastern Carter County 
and Albion and Upper Box Elder, Mont. 
(KOTA-TV ch. 3 Rapid City, S. D.); Conrad 
Tv Club on chs. 7, 11 and 13 Conrad, Mont. 
(KRTV ch. 3, KFBB-TV ch. 5 Great Falls, 
Mont., and CJLH-TV ch. 76 Lethbridge, 
Alberta, Canada, via intermediate translator, 
condition) ; Chromo Tv Assn. on ch. 
oor Colo. (KOB-TV ch. 4 Albuquerque, 

; ) 


Actions of Oct. 27 


K13AC, KO7AL Fort Benton, Mont.— 
Granted ‘licenses for vhf tv translator sta- 
tions 


Short-term renewals 


= Commission granted _——- renewal 
of license to June 1, 1962, to Radio Station 
WBRO Inc., for its am_ station WBRO 
Waynesboro, Ga., and sent letter to licensee. 
Action Nov. 8. 

a Commission granted 18-month renewal 
(for remainder of current license period) 
to York Broadcasting Co. for am station 

WSME Sanford, Me. After considering 
various reasons set forth by licensee for 
changing its original program proposal to 
music and news format in ee © <— 
mission in letter to licensee held that its 
station’s performance “falls far short of 
degree of responsibility which — 
has right to expect of its licensees” — 
ularly since WSME is Sanford’s onl raha 
station and one of two in York County. 
Accordingly, station’s operations will be re- 
viewed when it next applies for renewal. 
Comrs. Hyde and Craven voted for limited 
renewal but dissented to letter. Action 
Nov. 8 


Rulemakings 
PETITION FILED 


Sec. 3.606: Georgia State Department of 
Education, Atlanta, Ga. (10-27-61)—Requests 
amendment of rules so as te establish 
statewide educational tv system by reserva- 
tion of channels for educational use in 
Georgia as folows: 


City Delete Add 
Dalton, Ga. 25+ *18— 
Draketown, Ga. — *14+ 
Wrens, Ga. = *20— 
Cochran, Ga. — *15 
Dawson, Ga. — *23 
Ashburn, Ga. _ *18+ 
Pelham, Ga. _— *14— 
Warm Springs, Ga. — *17+ 
Dublin, Ga. 15 - 
Marianna, Fla. 17+ — 
Jasper, Ala. 17° — 
Tifton, Ga. 14—- _ 
Americus, Ga. 312 — 
Swainsboro, Ga. 20— _ 
Athens, Tenn. 14+ _ 
Murfreesboro, Tenn. 18— -— 
Burnville, N. C. 18 _— 
Fort’ Valley, Ga. 18+ _ 
Albany, Ga. 25 _ 
Douglas, Ga. 32— _- 


1 This channel could continue to be used 
at Jasper, Ala. if site were manag ap- 
proximately 11 miles from Jaspe 

2 This channel could auctions t te te used at 
Americus, Ga. if site were chosen approxi- 
aaa one mile from Americus. Ann. Nov. 
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SEVEN 
MINUTES! 


If You Have “THE TIME”’ 
Will You Help Fight TB? 


RADIO: | 


TELEVISION: 


TB STRIKES — 


55th ANNUAL CHRISTMAS SEAL CAMPAIGN NOVEMBER 13th through DECEMBER 











JACK LEMMON 


These stars have contributed their talent to make 
this public service material available: 


15-minute transcribed programs starring: 
PAUL ANKA, POLLY BERGEN 

BOB EBERLY & HELEN O’CONNELL 
ELLA FITZGERALD, BENNY GOODMAN 
STEVE LAWRENCE & EYDIE GORME 
GUY LOMBARDO, JOHNNY MATHIS 
ANDY WILLIAMS, FRANK SINATRA 


5-minute transcribed programs starring: 
BOB EBERLY & HELEN O’CONNELL 
STEVE LAWRENCE & EYDIE GORME 
GUY LOMBARDO, FRANK SINATRA 


Transcription of 24 Celebrity Spot Announcements 
Transcription of 20 Recording Artists’ Announcements 
Transcription of 8 “All Time Greatest Hits” 


NEW CHRISTMAS SEAL SONG recorded by 
CONNIE FRANCIS “HAVE YOURSELF A 
MERRY LITTLE CHRISTMAS” 


1-minute, 20-second and 30-second film spots featuring: 
JACK LEMMON, GENE NELSON 

NATALIE WOOD and CHARLES O. FINLEY— 
owner of the Kansas City A’s, with MEL ALLEN 
plus TB documentary spots 


8-second ID 


Produced by 
FREEDOM FILMS, GOLDWYN STUDIOS, Hollywood, Cai, 


Plus SLIDES, TELOPS, FLIP CARDS and POSTERS 
available in GREYED AND COLOR 


For network use: Contact Frederick C. Wieting, Director 
Radio and Television—National Tuberculosis Association 
1790 Broadway, New York 19, N.Y.—ClIrcle 5-8000 


For local use: Contact Your Local Tuberculosis Association 
in your own community. 
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Perhaps you could say that the ad- 
vertising career of Paul C. Harper Jr. 
began at a very early age with a nice 
hot bowl of Cream of Wheat. 

It is true that as a boy he often en- 
joyed the steaming cereal on a cold 
winter morning. It also happened that 
his father worked on the account at that 
time for J. Walter Thompson Co., from 
the agency’s Chicago office. He some- 
times accompanied his father to Min- 
neapolis when the elder Harper went 
there to talk over marketing plans with 
the officials of Cream of Wheat. 

Early Exposure = Young Mr. Harper 
also joined his father on many occasions 
at Chicago radio studios for the origina- 
tion of a number of top national pro- 
grams that featured top name talent— 
and top name sponsors, too. Many of 
these personalities, those in front of 
the mike as well as those behind who 
paid the bills, became family and busi- 
ness friends through the years and left 
a strong impression on the young man. 

That these impressions produced a 
noticeable effect appears proven by Mr. 
Harper’s intense interest in the field of 
broadcast advertising. He early was 
aware that radio—and later television— 
would become more and more a potent 
catalyst of commerce; prime mover of 
goods and services from maker to con- 
sumer. 

On Nov. 25 Mr. Harper will round 
out his first full year as president of 
Needham, Louis & Brorby, a position 
he reached in only 15 years at age 39. 

He has worked through the NL&B 
ranks from the ground up, and the 
Chicago-based agency this year will in- 
vest some $26 million, 50% of its total 
billings in broadcast advertising under 
his leadership. 

A total of 50 programs are repre- 
sented on all three tv networks and 
CBC-TV this year, plus a substantial 
showing in radio. The account list of 
NL&B includes such brand names as 
S. C. Johnson & Sons, Kraft Foods, 
Campbell Soups, State Farm Insurance 
Cos., Household Finance, Lever Bros., 
Massey-Ferguson, Monsanto Chemical, 
Mars Inc., Rival dog food, Humble Oil 
and Renault. 

Critics Are Wrong * _ Television’s 
critics are wrong when they say that the 
public taste is being degraded by tv, 
Mr. Harper believes. Rather, he feels, 
tv programming reflects more than it 
affects public taste. To most people tv 
means entertainment and nothing else, 
he says, and they look for what they 
have traditionally sought in entertain- 
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OUR RESPECTS to Paul Church Harper Jr., president, Needham, Louis & Brorby 


Broadcasting programs reflect, more than they affect public taste 


ment: laughter, an occasional tear, the 
thrill of the chase “and plenty of reas- 
surance that other people have problems 
just like theirs.” But there is always 
room to improve, he asserts. 

Mr. Harper believes everyone in ad- 
vertising should be concerned about 
what people think or do about tv be- 
cause what happens to tv, “either by 
law or by precedent, will eventually 
happen to all mass media.” He thinks 
critics should be reminded that no popu- 
lar medium, if it is to survive, can get 
too far ahead of popular taste. But in 
some areas, he says, tv “is ahead rather 
than behind.” 

Paul Church Harper Jr. was born 
Dec. 16, 1920, at Coblenz, Germany. 
His father at that time was a captain in 
the U. S. Army of Occupation. He 
spent most of his youth in Evanston, 
Ill., and attended elementary school in 
the Chicago suburb. His parents sent 
him for preparatory schooling to the 
Fountain Valley School in Colorado. 
Two things of significance happened 
there. 

One was that he acquired a keen lik- 
ing for mountain climbing, trout fishing, 
and tennis; the other, his friendship with 
the brother of Miss Eleanor Emery of 
Denver. In 1946 she became Mrs. 
Harper. 

After prep school, Mr. Harper went 
to ¥ale U. and in June 1942, he was 
graduated with a B.A. degree in liberal 
arts. He had volunteered for the Marine 
Corps right after Pearl Harbor, but was 
allowed to finish his education before 
reporting for officer’s candidate school. 

Pacific Service = He subsequently 





Paul Church Harper Jr. 
Cream of Wheat is a Marine’s dish 





served with the Marines in the Pacific 
and saw action at such places as Saipan, 
the Marshall Islands and Iwo Jima. He 
was demobilized in 1945 with the rank 
of major. His father also served as a 
Marine in World War II, as a lieutenant 
colonel, and just last year retired from 
Leo Burnett Co., Chicago. 

After the war a friend of the family 
introduced Mr. Harper Jr. to Maurice 
H. Needham, then president of NL&B 
As a result of the meeting, Mr. Harper 
was Offered, and accepted, a job as cub 
copywriter. His first account was Swift’s 
Red Steer brand fertilizer, a timebuyer 
in agricultural radio. Mr. Harper recalls 
with a chuckle his extensive travels in 
the field “spreading good will” for the 
client, travels in which he learned a lot 
about communicating at the grass roots 
level. 

His copywriting activity soon ex- 
panded to other accounts, and he 
learned to write selling commercials for 
such network radio shows as The Great 
Gildersleeve and Fibber McGee and 
Molly. His drive for constant improve- 
ment of production and creative content 
was inspired from the start by Mrs. 
Harper, who before her marriage had 
studied drama in New York after gradu- 
ation from Bryn Mawr. They continue 
to share an active interest in the per- 
forming arts. 

Up the Ladder = Mr. Harper was 
selected by Mr. Needham in 1948-49 as 
his personal assistant. At the end of this 
tour of duty, he was made an account 
executive and supervisor working on 
various accounts that used both radio 
and_television. Just before Christmas 
in 1951, he was elected a member of 
the agency’s board of directors, and two 
years later, a vice president. 

In early 1958, Mr. Harper was named 
executive vice president, chairman of 
the plans board, and head of the ac- 
count executives department. Last year, 
because of his unique leadership, ad- 
ministrative ability and creativeness, he 
was elected the agency’s second presi- 
dent and chairman of its executive 
committee. He succeeded Mr. Need- 
ham, now chairman of the board. 

Mr. Harper is a director of the Amer- 
ican Assn. of Advertising Agencies, and 
chairman of the AAAA Central Region. 
He also is a member of the Chicago 
Club and the Glenview Country Club. 
The Harpers live in Winnetka, Ill., and 
are the parents of six children, including 
two sets of twins. Their names are 
Diana, 13; Bill and Jessica, 12; Lindsay, 
8, and Charles and Sam, 5. 
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EDITORIALS 





Not on price alone 


goMe pretty important advertisers are worried about 
television’s costs. This was made painfully clear at the 
Assn. of National Advertisers’ fall meeting 10 days ago, in 
a panel session which expressed the fear that prices—time 
and talent—will keep going up and up until the medium’s 
efficiency is impaired (BROADCASTING, Nov. 6). 

Even if they are wrong, the fact that a number of im- 
portant advertisers feel this way makes the problem serious. 
Certainly there is validity in the argument that the days of 
television’s “automatic growth” are over, and that for 
various reasons, including keener network competition and 
a wider choice of programming, the “average” network 
program rating, at night, is not quite what it used to be. 

Some of the advertisers’ interpretations of the audience- 
vs-cost trends are open to challenge. But it is obvious that 
rates in the future cannot be hiked helter-skelter on the 
grounds of growth alone. It is also obvious that a stronger 
element of reality should be introduced into talent pricing, 
whose own spiral is totally unrelated to growth trends. 

While we agree with the advertisers on several points, 
however, we must suggest that they are minimizing others 
that are equally valid if not over-riding. Most important, 
they should remember that they get more for the money 
they invest in television. 

They would not expect to buy a home at fallout-shelter 
prices; yet that is the sort of bargain they get when they 
buy television as opposed to, say, newpapers or magazines. 
For television, like radio, is still priced far below its com- 
petitors in terms of delivered audience. 

Several weeks ago the Television Bureau of Advertising 
put out a brochure which compared various media costs 
and concluded that “television’s price is not high—it is 
too low.” Broadcasters owe it to their clients—and them- 
selves—to price their medium efficiently, but advertisers also 
have an obligation: They owe it to themselves to make the 
best buy. Before they get too worked up about television’s 
prices they should compare results-per-dollar in all media. 
That way they may get a truer perspective on what “high” 
means. 


Those WBC-GE renewals 


Ge early this year the FCC has held up renewals of the 

licenses of the stations owned by Westinghouse and Gen- 
eral Electric because of antitrust convictions in the heavy 
electrical equipment field. After considering diametrically op- 
posing staff views, the FCC ten days ago took the middle course 
of asking the companies for detailed information on man- 
agement policies, along with anything else that might con- 
stitute “countervailing circumstances” and warrant renewals 
in spite of “the record of unlawful conduct.” 

This whole procedure must mystify the listening and 
viewing publics of the Westinghouse stations in eight markets 
and of the GE am-fm-tv stations in Schnectady. It must 
confuse other licensees, too. These stations are among the 
best operated in the country. Westinghouse pioneered com- 
mercial radio and GE was not far behind. 

This is not to condone the bid-rigging of the parent 
companies. But these offenses had nothing whatever to do 
with the broadcast operations. Westinghouse Electric main- 
tains a separate corporate entity—-WBC—responsible for its 
broadcast operations. GE, from the beginning, has delegated 
~ its broadcast operations to a separate division. 

A majority of the FCC first favored automatic renewal 
of the licenses, as had been recommended by its Broadcast 
Bureau. The Law Department, however, urged a full- 
dress hearing to determine corporate responsibility. At 


least two members thought a letter eliciting further infor- 
mation to establish precedent for future antitrust cases was 
needed. This was the action finally taken, but only after 
two Senators had expounded on the need for a full investi- 
gation and one had questioned the propriety of licensing 
stations to large companies handling government contracts. 

Neither the Department of Justice nor the presiding judge 
in the Philadelphia antitrust proceedings saw need for puni- 
tive action against Westinghouse and GE as broadcast licen- 
sees, although the way was open under the statute to do so. 
In those circumstances, the FCC majority’s initial intent 
was to renew. 

We are confident that the detailed answers to the FCC’s 
new letters of inquiry will yield information adequate to 
warrant renewals without further litigation. If this does 
not prove the case, all licenses held by subsidiaries of large 
companies will be in doubie jeopardy. 


Undebatable 


T= tv debate has become an important, if not unavoid- 
able, factor in politics—even when there’s no debate. 

In last week’s New Jersey gubernatorial election, the 
underdog Democrat, Richard J. Hughes, won over favored 
Republican James P. Mitchell, former secretary of labor. 
There had been no debates. 

Democrat Hughes had challenged Republican Mitchell to 
debate him. When Mr. Mitchell refused, his opponent 
taunted him. So did President John F. Kennedy—the man 
who knows about debates—in his eleventh-hour campaign- 
ing in Mr. Hughes’ behalf. 

Whether Mr. Hughes’ razor-edge margin can be ascribed 
to Mr. Mitchell’s refusal to meet his opponent head-to-head 
will be argued by political strategists. Mr. Kennedy’s 
victory over Richard Nixon just a year ago, it is generally 
acknowledged, resulted from the edge he had in the Great 
Debates. 

The on-the-air debate has become a political issue as 
well as a campaigning vehicle. Refusal to debate gives the 
challenger a potent argument. It was so when Mr. Nixon 
refused to debate Mr. Kennedy a fifth time a year ago. It 
was so in New Jersey last week. 

For the broadcaster the evolution of the political debate 
is of great moment. It could be the turning point in the 
eternal fight against government encroachment. In our two- 
party system, the “opposition” now aggressively must op- 
pose all efforts of the party in power to control broadcast- 
ing. Party survival could be at stake. 





“We're a captive audience. . . . that’s what we are.” 
Drawn for BROADCASTING by Sid Hix 
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“Steady there, Lee’’... Lee Kinard, WFMY-TV, hits the 
ice at Greensboro Coliseum Ice Rink for his TV Matinee 
Show. He’s smiling even as he goes down. That Kinard smile 
is famous throughout WFMY-TV’s area of 466,640 TV 
homes. It’s in evidence on TV Matinee, Lee’s popular after- 
noon variety show, and“it brightens morning moods on his 
news-weather-sports Morning Show. A lady in Martinsville, 
Va., wrote, ‘‘ Your smile is infectious and always there. How 
do you do it?” Genuine high spirits and good humor do it. Lee 
has them in a combination that has won thousands of loyal 
friends throughout WFMY-TV’s 44-county service area. As 
one viewer put it, “‘We don’t even mind hearing that the 


weather is going to be bad if you are the one to say it.” “&3 " aa uu = t WV 


GREENSBORO, N.C. 
Represented by Harrington, Righter & Parsons, Inc. “Now In Our 13th Year Of Service” 
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PABST knows from experience, just as “old time flavor” 


Old-time 


requires a special formula, so does modern advertising .. . 






and PABST’s special ingredient is SPOT TELEVISION. 
= Through SPOT TV’s unique flexibility, PABST is able to match 


advertising effort to sales potential in each market. 





eS. HR salesman can show you the right formula for brewing 


oo heartier sales figures for your client. He’s a specialist. 















